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November 16, 1895 
To THE ‘REPUBLIC, St. Louis, Mo. 

Gentiemen: During the past six years we have extended our busi- 
ness so that at the present time we cover pretty thoroughly the 
United States and Canada, Sandwich Islands, portions of >outh Amer- 
ica, south Africa and the West Indies. We will say to you frankly, 
however, that we sell more goods in the City of t. Louis, Mo., U.S. 
A., than in any other town or city in the world. 

In St. Louis we have never advertised in any newspaper excepting 
Tue St. Lours Repusiic. The Meyer Bros.’ Drug Co., will testify 
freely to the volume of business we are now doing in your city 
Through Meyer Bros. over 400 drug stores in St. Louis are supplied 
with our goods. While we claim that the preparations we sell 
are meritorious, we freely concede that our success in your market is 
due to the value of Tue =r. Lours Repustic as an advertising medium. 

Very truly yours, 
THE CHAMBERLAIN MEDICINE CO., 
per WW. M. Mutceneaux, 
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Rates quickly furnished by 
THE REPUBLIC, St. Leuis, Mo. 


Or at NEW YORK OFFICE, 
146 TIMES BUILDING. 
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the idea that the country people can be 

reached in any way except through their 

€ 

local papers. 
Daily papers won't reach their Money. 
Neither will Magazines. 

The Local Country Weeklies will, because ; 

* —s oe j t 

they are the papers which are taken into i 

their homes. 

They are read from end to end. 
} 1 
1520 Local Weeklies constitute the Atlantic Coast Lists. : 
A million families reached weekly. Q 

One order, one electrotype does the business. 

Catalogue for the asking. é 

I 

ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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MR. VAN DOREN’S VIEWS. 


ADDISON ARCHER ASKS HIM HIS IDEA 


OF VARIOUS THINGS—SOME OF HIS 


INTERESTING EXPERIENCES 


Mr. J. E. Van Doren, the special 
agent, whose offices are in the Tribune 
Building, has had twenty years or more 
of advertising experience on both sides 
of the fence, having been advertising 
manager of J. C. Ayer & Co., of Low- 
ell, Mass., and a general agent in New 
York before becoming the New York 
representative of his list of favorite 
family newspapers in prosperous places. 

Mr. Van Doren is a very successful 
agent, who has decided views on ad- 
vertising and circulation questions. 
Some of his papers belong to publish- 
ers’ associations of the prohibition kind, 
and some do not. 

Mr. Van Doren has been making 
trip through the West, been establish- 
ing a Chicago office, all of which facts 
made an interview with him of interest 
to the readers of PRINTERS’ INK. 

Personally, Mr. Van Doren is a pleas- 
ant, genial gentleman, who knows how 
to mingle sociability with his business 
in a way that makes friends and wins 
contracts. There is a good story about 
Mr. Van Doren that illustrates this 
trait of his. I’ve heard it told by Park 
Row men with the dialect effects to 
perfection, Mr. Van Doren was argu- 
ing an Ayer contract with the German 
gentlemen who used’ to run a certain 
Western daily. He had worked them 
down to $300 as their bottom figure 
and there the deal hung, when Mr. 
Van Doren told one of his best stories. 
rhe German gentlemen went into an 
ecstacy of delight ; sent out for the 
beer, and one of them rashly said: 
‘*T’d bay you filfhty tollar fur anudder 
story like dot, Misther Van Doren.”’ 

**T'll go you,’’ said Mr. Van Doren, 

** All right, go ahead,’’ laughed the 
much amused German. 
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Then they fell to talking contract 
again. 

‘** I’m ready to sign now,” said Mr. 
Van Doren 

‘* All right,” said the delighted Ger- 
mans, ‘‘ here’s the contracdt.’’ 

‘* But this is not right,’’ said Mr. 
Van Doren, after looking it through. 
** It should be $250 instead of $300.”’ 

** How vas dot ?” 

‘** Deducting that $50 you agreed to 
me for my story, leaves it just 


Germans dumfounded, 
They expostulated and argued. Mr. 
Van Doren held his ground and got the 
space fof the $250. 

Mr. Van Doren’s story-telling ability 
makes him a welcome member of sev- 
eral clubs, 

He has certain radical views of busi- 


were 





ness, howe ver, and has been very care- 
ful to select papers that are favorite 
journals in the family circle—if not 
the very first in their respective local- 
ities—at least among the first in char- 
acter of circulation, He is a great 
believer in personal work, and keeps 
closely in touch with leading adver- 
tisers, spending a portion of his time 
visiting the large advertising agents, 
and dividing the balance between 
his New York and Chicago offices. 
He believes in stating the exact figures 
of a paper’s circulation without regard 
to its size, though he places special 
stress upon quality instead of quantity. 

**You have been ona trip, I believe, 
Mr. Van Doren ?” 

‘“*Yes, sir. The early part of this 
summer I decided, from indications 
which are patent to almost every one 
who keeps in touch with the advertis- 
ing business, that there was a prospect 
for a very large increase of general ad- 
vertising in the West. After looking 
over the field I decided that it was not 
only desirable but absolutely necessary 
that our agency should have a perma- 
nent representaiion in Chicago, Con- 
sequently early in June I started out 
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to Chicago with the view of starting 
such an office, which I did and placeu 
Mr. E. S. Cone in charge of it, a 
gentleman who, previously, had charge 
of the St. Louis office of : Walter 
Thompson, and who has been identified 
in general advertising in different posi- 
tions, mostly in the West, for a period 
of about ten years. 

‘* Naturally after the establishment of 
this office I made a personal visit to 
the various points in the West that 
seemed to promise most business for 
the list of newspapers represented by 
us, and during that trip I visited Cin- 
cinnati, Louisville, St. Louis, Kansas 
City, Omaha, St. Paul, Minneapolis and 
a number of other Western cities. 

‘* What struck meas being a large de- 
velopment in the increase of business 
in the West was the evident inclination 
of manufacturing concerns with large 
capital, facilities for and doing quite 
a large business, to use newspapers 
for making a greater demand for their 
goods than ever in the past. Com- 
mencing, perhaps, with the N. K. Fair- 
bank Company, a number of others, 
manufacturing similar lines of goods, 
such as Swift & Co. and Armour & Co., 
have recently extended their advertis- 
ing very considerably. A number of 
manufacturers of specialties in the 
West are commencing to use the news- 
papers freely ; for instance Dr. J. H. 
McLean Medical Company, of St. 
Louis, the Hobbs Medicine Company, 
of Chicago, and Raworth, Schodde & 
Co., of Chicago, the manufacturers of 
Wool Soap. 

‘*T also noticed a disposition on the 
part of manufacturers of stoves and 
ranges to use the daily papers quite 
generally throughout the West and 
South. I know of no less than six 
prominent manufacturers of these 
goods who are placing through Chicago 
agencies advertising in daily papers. 
The volume of general advertising busi- 
ness being placed in the West at the 
present time is at least three or four 
times as great in volume as compared 
with the last two or three years.”’ 

“How do the East and West com- 
pare in advertising activity ?”’ 

“I think the advertising business 
shows much greater activity in the 
West just at present than it does in the 
East. I attribute this fact more to the 
feeling on the part of manufacturers 
and dealers that they have in the past 
‘been left’ in their competition for 
business because they were not as well 
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advertised as weie Eastern manufact- 
urers.”” 

‘*Are Western advertisers using 
Eastern methods ?” 

‘* They are, to a great extent.’’ 

‘* Do they believe in expert work ?” 

‘*Ves, I think they do.” 

‘*Do they come East for it or do 
they get it at home ?”’ 

‘*T think they are inclined to pa- 
tronize home talent.’’ 

** Have they plenty of it?” 

‘‘T should say that the supply of 
talent in that direction is fully equal 
tothe demand. The principal general 
agents of the West all employ expert 
writers on advertising in their several 
establishments and have facilities for 
the proper setting up and illustration of 
advertisements, which largely increases 
the value of the advertising, and as an 
ultimate result largely increases its 
volume.”’ ‘ 

‘*Do you think those Western ad- 
vertisers are going to be dangerous 
competitors of the big Eastern adver- 
tisers ?”’ 

**No, I do not think so, because 
they'do not seem to be advertising 
competitive products. Their compe- 
tition is mainly among themselves.” 

‘Then they do not manifest a very 
strong tendency to cultivate the Eastern 
field ?” 

‘* Not nearly so much as the West- 
ern.” 

‘*According to your observation, 
does advertising prove as profitable, in 
proportion to its cost, in that portion 
of the West you visited as it does in the 
best portions of the East ?’’ 

‘* That is a matter of which I am 
scarcely qualified to judge accurately. 
But from the fact that old advertisers 
constantly increase their orders year 
by year I should judge they must be 
in the receipt of quite satisfactory re- 
turns,” 

‘* Speaking of St. Paul and Minne- 
apolis reminds me of a question I 
wanted to ask you. How is it youare 
able to print an advertisement for the 
St. Paul Dispatch and the Minneapolis 
Tribune in PRINTERS’ INK ?” 

‘* The solution is a very easy one. 
On my own responsibility I give an 
order for the advertisements."’ 

‘*Then the publishers’ associations 
out there do not object to your adver- 
tising ?”’ 

‘*T could not really state whether or 
not they do, The ordér for the work 
was given without any intimation being 
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made to them that the advertising 
would be done.”’ 

‘* Haven’t they said any1ing to you 
about the advertisements since they 
began to appear ?” 

‘*The only criticism made on the 
advertisements in question was by one 
of these parties, who thought I had 
not made a strong enough claim for 
the value of his paper.’’ 

‘‘There seems to be no objection 
on the part of these publishers to your 
advertising their papers, then, so long 
as you pay the bills ?” 

“*I have never known objection to 
be made.” 

‘*Has it been your experience that 
refusing to advertise in some publica- 
tions issued by advertising agencies, 
while you are advertising in other pub- 
lications issued by other agents, mili- 
tates against your getting business 
from the agents @hose publications 
you do not patronize ?”’ 

‘*T have never found in my experi- 
ence that I failed to procure any par- 
ticular line of business for papers 
represented by our agency from any 
one placing such business because we 
did not patronize their publication in 
the way of advertising.” 

‘“*Do you believe advertisers read 
your advertisements, for instance, in 
PRINTERS’ INK ?” 

‘*T most certainly do. I should be 
foolish to pay $125 a page for adver- 
tising in Printers’ INK if I thought 
it was never read by such people as I 
desire to see it.” 

‘*Do you believe they base their 
judgment of your papers on statements 
you make in their advertisements ?’’ 

‘*T am egotistical enough to believe 
that my statements on a business matter 
would be accepted without discount.” 

‘* How do you manage through cir- 
culars to reach those men who are plan- 
ning advertising or thinking about ad- 
vertising and who have not become 
known as advertisers ?”” 

‘*The only way by which I can 
reach them is through the medium of 
some publication that will naturally be 
of interest to parties contemplating ad- 
vertising, such, for instance, as PRINT- 
ERS’ INK.” 

‘‘What is your idea about circula- 
tion?” 

‘In what respect ?” 

‘‘Well, as to stating figures, or as 
to the relative value of quantity vs. 
quality, or the force of facts and fig- 
ures, or any other way I can put the 


question so as to make out your indi- 
vidual ideas on the subject of circula- 
ion and circulation statements.” 

‘*The subject is one that covers so 
much ground that it is difficult to par- 
ticularize. Any statement made in 
respect to newspaper circulation must 
naturally be taken with an idea of the 
truthfulness of the party making it. 
But even where the circulation of one 
paper is much larger than another it 
is not necessarily an indication of the 
respective values of the two for adver- 
tising purposes ; for instance, in our 
own city of New York, no one will 
pretend to claim that the same amount 
of circulation of any one-cent paper 
published here would equal in value 
for advertising purposes that of the 
New York LZvening Post. A paper 
having a circulation mainly in the 
home circle is of vastly greater value 
than one which has what is usually 
termed a ‘street’ circulation, for the 
reason that the paper entering the 
home of its reader is read by all the 
members of the family where it has 
matter which would naturally interest 
them. The paper circulated on the 
street, on the other hand, in many in- 
stances is caught up on a street car or 
corner, the news headings are glanced 
over hurriedly—it has likely been pur- 
chased to find out the result of a base- 
ball game in a distant city, or some 
similar item of news—and then it is 
consigned to the gutter without further 
attention.” 

‘*Do you believe it is good policy 
for papers like the Evening Post, or 
the similar papers you represent, to 
give the exact figures of their circula- 
tion ?’”’ 

‘“‘T have never found it a disad- 
vantage to tell the truth in any busi- 
ness matter.” 

‘*Do you consider ita handicap in 
the case, for instance, of the Zvening 
Post. to advertise its circulation of 
25,000 when it will probably be com- 
pared with that of the New York 
World, which claims, perhaps, half a 
million or more ?’’ 

“I should not regard the advertis- 
ing of the actual circulation of the 
New York Lvening Post any handicap 
whatever. As I said before, in other 
words, quantity of circulation does not 
by any means afford a proper estimate 
of its value, and an advertisement in 
the Evening Post with its 25,000 read- 
ers, for many purposes, might be of 
vastly greater value than the same ad- 
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vertisement in the New York World 
with its half a million, although the 
instance cited is an extreme case, be- 
cause of the vast differenee in volume 
of circulation, somewhat equalized by 
the difference in price of the advertise- 
ment.”’ 

‘*Do you believe then that it is 
good policy for newspapers of small 
as well as large circulation to give 
their exact figures, even in the news- 
paper directories ?’’ 

‘*T certainly do. I do not believe 
in selling goods under false pretenses 
in any business, notwithstanding what 
may be done by a competitor.” 

‘*Do you believe in charging extra 
for cuts, display, or breaking column 
rules ?’’ 

‘*None of the papers I represent 
charge extra for broken column rules, 
cuts or display.”’ 

‘*Are there any Of the papers in 
which you do not sell position ?”’ 

‘*In all these papers position is 
given at a higher price than would be 
allowed where no position guaranty is 
given.” 

‘* What is your idea of the value of 
position ?”’ 

‘*T regard an advertisement in the 
best location in the paper certainly 
worth a number of times the price of 
what it would be in the worst.” 

** Do you base your charges accord- 
ingly ?” 

‘*To a very limited extent. The 
usual difference in price in papers 
represented by us between advertise- 
ments located most prominently in the 
paper and those in which no guaranty 
of position is given is one-fifth of the 
total price of the advertisement.” 

‘*Did you pay for position when 
you had charge of J. C. Ayer & Com- 
pany’s advertising ?”’ 

‘**T invariably would not buy space 
in which I could not get full preferred 
position and I always paid extra for it, 
I presume, although I bought it as 
cheap as I could.’’ 

‘*Then you must have had some ex- 
periences ?” 

**VYes, indeed. When I was with 
Ayer I, for instance, offered Mr. Law- 
son, of the Chicago Dai/y News, a 
contract larger than anything he had 
ever had for the Mews, provided he 
would guarantee me full position for 
all of our advertisements and this was 
to meet his statement that they always 
gave the best position in the paper to 
the largest advertisers. Perhaps it is 


needless to remark that Mr. Lawson 
did not take exactly the same view of 
the matter that I did and declined to 
make such a contract, whereupon I de- 
clined to make any contract whatever. 
I found no difficulty in procuring the 
position desired in other Chicago 
papers with which I therefore made 
contracts.” 

‘* By the way, Mr. Van Doren, what 
has been your advertising experience ?” 

‘* My first work in advertising was 
done on the New York Woréd in the 
year 1879, I believe. I canvassed for 
several years as a special solicitor for 
the paper and gradually drifted into 
general business with a moderate de- 
gree of success, which I relinquished 
in the year 1881 to take a position in 
the office of J. C. Ayer & Co., of 
Lowell, Mass., to handle their large 
advertising business, which position I 
occupied for about four years. 

‘‘After leaving their employ I 
started a special agency advertising 
business with a list of five Southern 
newspapers and the Pittsburg Commer- 
cial Gazette, and have gradually added 
to the list, making an occasional 
change. 

‘*T have always believed there was 
a fair opportunity for a person to rep- 
resent the business management of a 
distant paper in this section in the en- 
deavor to carry out the particular pol- 
icy of the publisher of the paper. 
Whiie I may have been credited some- 
times with being arbitrary in respect 
to prices and in not making as great 
concessions as competitors, it has been 
simply because after having ascer- 
tained as nearly as possible the wishes 
and policy of the publisher i repre- 
sented I have endeavored to act on 
that policy rather than to take an es- 
tablished standard of my own and en- 
deavor to force its acceptance upon 
the publisher by whom I was em- 
ployed. 

‘‘T have studied to fill all the re- 
quirements of such a position by mak- 
ing our office in reality a branch office 
of each paper represented by us, which 
in fact it is, since we are accustomed 
to attend to the procurement of copy 
as well as contracts ; to make and col- 
lect all bills, and, in fact, render every 
service necessary in connection with 
the foreign advertising of our papers, 
so as to relieve each publisher as far 
as possible from trouble or responsi- 
bility in respect to the matter.” 

ADDISON ARCHER. 
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most important an- 
nouncements of special sales 
are those that are printed 


daily in 


The 
Suni.... 


New York ==> 
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HERE would be no object in the Evening 
Post stating its circulation in competi- 
tion with that of a newspaper whose 
circulation is among a class of people not 
calculated to make that newspaper a 

= strong medium for the better class of 
goods, Experienced advertisers judge newspapers in their 
field by the character of their circulation, more than by extent 
of circulation, in some cases.” J “ But the Evening Post does 
state its exact figures of circulation in the American Newspaper 

Directory, giving the daily average for the past year.” #& “If 

I were the publisher of the Evening Post I should make no 

such statement.” v8 “ Why not?” vt “It is unnecessary, and 

might result in loss of business where the advertising is placed 
by people who would be attracted to the Evening Post by the 
character of its contents as well as its circulation, but would 
be repelled if they should be influenced solely by a comparison 
between its circulation and that of the Evening World or 

Evening Sun.” vt [Chas. S, Patteson, publisher of News- 

paperdom, in an interview in Printers’ Ink, October 30th.] 







































Four years ago the Evening Post began 
publishing information as to the exact num- 
ber of copies printed daily. Since that time 
the advertising in the Post has increased 
seventy per cent, % et tt tt tt 
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KANDAD CITY STARS 


Circulation 
Proved 
Again. _—<_ 


Kansas City, Nov. 14, 1895. 
We, the undersigned, have this day examined 
the Cash Books, the Agents’ Accounts, the Manu- 
facturer’s Bills for white paper, the Bank Checks 
with which those bills were paid, and all other 
records and vouchers necessary to establish the facts, 
and are convinced that the actual, legitimate Circu- 
lation of The Kansas City Star newspaper is in ex- 
cess of Sixty Thousand (60,000)Copies daily. 


Signed, 


DOGGETT DRY GOODS CO., James C. Leiter, Mer. 

NEW GOLDEN EAGLE, Eli Cahn, Proprietor. 

GEORGE P. OLIMSTEAD, of Cady & Olmstead. 

A. C. WURMSER & CO., A. C. Wurmser 

THE J. H. NORTH FURNITURE & CARPET CO., 
John H. North, General Manager. 

D. A. REIDY, Advertising Expert. 
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New York Office, Chicago Office, 


80 Times Building, 1320 Masonic Temple, 
FRANK HART, Manager. W.T. DAVIS, Manager. 
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The Mirror 
That Reflects... 


The ideas of judicious advertisers 
who want to 


Reach the Masses 


In and about Chicago is the Progressive, 
Independent and Popular three- 





year-old, 


_ ae 
Chicago Dispatch, 


By JOSEPH R. DUNLOP. 


... Its average daily circulation during October 
was 62,216 copies. It is 


Read by the Masses. 
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‘*Its Enemies Cannot Stop Its Progress.’’ 
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[Editorial in Peoria (1ll.) Journal, Oct. 30, 1895.] 

Tue Cuicaco Dispatcu has just entered upon its fourth 
volume and it is not an extravagant statement to say that 
the record made by the paper so far has never been equaled 
by a newspaper anywhere in the United States. When 
everything is taken into consideration—the jealousies of 
the older Chicago newspapers, together with the handi- 
caps placed upon Tue Dispatcu through various channels 
—the succcss of the paper shows that its publisher knows 
what he is about. Whenever the paper scores a point an 
attempt is made to slug some of its reporters. When this 
fails the head of the concern is indicted by the grand jury. 
Notwithstanding these little pastimes of the enemy the 
paper continues to forge ahead of its competitors. 
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All But a Fifth! 


Great Results Through 


Che 
wef biladelphta... 


cx Items 








Four-fifths of Customers. 


The ITEM can Sell 
Anything. 


Every day the fact is strongly illustrated that THE PHILADELPHIA 
ITEM is THE PAPER OF THE PEOPLE—that it reaches the MASSES 
—that its circulation reaches EVERY NOOK AND CORNER OF PHILA 
DELPHIA, and that it is WIDELY READ in all the ADJOINING 


STATES. Here is another emphatic instance 


The Item Can Sell Anything! 


Business Manager Tue Item : 

Having occasion to advertise, some time since, a $5,000 pledge of new 
clothing, a very unusual thing for a pawnbroker to handle, we selected sev 
eral papers and advertised in each I'he clothing was sold in LESS THAN 
TEN DAYS, and FOUR-FIFTHS OF THE CUSTOMERS came through 
THE ITEM. 

We have since advertised almost everything salable in your paper, from 
a sewing machine to a scarf pin and from an overcoat to a pair of shoes, and 
FIND IT EQUALLY GOOD FOR EACH. THE ITEM CAN SELL 
ANYTHING! 

Wishing you a continued success we are yours very truly, 

MANHATTAN LOAN AND STORAGE CO., 


814 Vine Street, Phila 
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C. P. Huntington 


once said about railroads what 
many large advertisers feel about newspapers— 


“| Like 
A Proposition 
That Pays.” 
REL ti 
And that is exactly what we offer in selling advertising 


space. We can meet the proposition. It is a well-known 
fact that the 


Portland 
Oregonian 


Always Pays 
POPPSIOLIOILLS 


That’s one reason why it has so many friends and is 
so promptly and universally admitted to be the great 
representative paper of the Northwest Pacific Coast. 

Shall we submit estimates on your next advertising 
scheme to cover this rich territory? 


OREGONIAN PUBLISHING COMPANY, 
H. W. SCOTT, Editor. H. L. PITTOCK, Treas. and Manager. 


H. Adams, Box 60, Redwood City, California. 
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Do Not Overlook 
Our Unique Position. 


J) 


The only Democratic Daily News- 





paper in the Northwest—a peculiar 
fact in such an immense, well popu- 


lated and wealthy territory—is the 


St. Paul... 
... lobe 


This field cannot be covered suc- 
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cessfully without the GLOBE. 


By 


EASTERN OFFICE, 
517 & 518 Temple Court, New York City. 
Cc. E. ELLIS, Manager. 


BEKKKKKKKKKKKKKKE KKKKKKKKKKKKKEKKKKAKARK KEKE KER KERR RR EKKK KR RRR KKK 


MEKKKKKKKKKKKKKKKKKKKKKKKKKK EHH 


KKKKKKKKKKKKKKKKKKKKKKKKKKKKKKKKKKKEK KEK KEKE 








2eoe 





PRINTERS’ INK. 


Divers find funny things in the sea. 
They discover what is hidden from the casual 
observer. They find things to treasure and things 
to avoid. The bottom of the ocean is as familiar 
to them as the top. 

There are as many startling things below the 
surface of newspaper advertising as there are 
below the surface of the sea. We have been 
diving in the deep waters of national advertising 
for thirty years. We know what lies below the 
surface of circulation statements and rate cards. 
We know what the bottom is and how to get at 
it. We know the value and the bottom rate of 
every newspaper published in America. We give 
our clients the best service, and the most eco- 
nomical service they can get any place. 


The Geo. P. Rowell Advertising Co., 
10 Spruce Street, N. Y. 


Ss 
2600eQo@e.o.. 4 a 








B@oOebeBe Be ehescecd. RadsWeGeBictobs.0rdcc%eGa8<Bce 


. 
000060820006 10008.100-82B 080808 00-0.0.8.0.018.008-0.8" 














PRINTE 


ADVERTISING FOR ‘‘ THE 
MON PEOPLE.” 
‘By Oscar Herzberg. 
Lincoln said God must have loved 
the common people, he made so many 
of them. The modern advertiser loves 
them decause of this numerical strength, 
since it is almost an advertising axiom 
that articles appealing to the 


COM- 


people 


gain a swifter and surer success than 
those which are sold to an exclusive 
class. 

The reason lies in the fact that the 
micdle classes are the greatest readers 


of advertising. 
ments as a matter of domestic ec 
so as to make their dollars 
utmost limit. The wealthy classes do 
not feel called upon to read 
announcements with this end in view, 
and consequently give them but cursory 
attention. The rich buy of fashion 
able dealers, and take what these 
dealers have in stox k ; sick, 
they do not use patent medicines but 


They read advertise- 
mommy, 


go to the 


business 


when 


consult their family physician Their 
clothes are made by ‘‘swell”’ artists 


themselves, save, 
of the « 
It i 


advertiser 


who never advertise 
perhaps, by the excellence 
tions which they produce 
parent, therefore, tht the 
must look to the middle classes for the 
bulk of the patronage induced by ad- 
vertising. Nor does the high price of 
an article appear to deter ‘* the 
mon people * from buying. 
and pianos are articles 
sight appear to be intended only for 


rea- 


$ ap- 


coni- 
. ’ 
Bicycles 


first 


which at 


the rich; yet our streets are full of 
bicycles, and few, indeed, are the 
American homes that do not contain a 


piano, 

rhis great purchasing public dos 
not like staid and ultra-respectabl« 
papers. It likes sensational newspa 
pers, and magazines wherein the num- 
the number 
Gosse has re- 


ber of pictures exceeds 
of As Edmund 
cently suggested, its defect is not that 
it has no taste, but that so much of its 
taste is of so de plorable a quality. 
These facts granted, it wll im- 
mediately appear that the advertiser 
who ignores popular and sensational 
publications ignores the patronage of 
three-fourths of the buying public— 
people very readily influenced by ad- 


words. 


vertising—and bends his energies t 
converting the other fourth, a class not 
easily influenced by advertising, whose 
purchasing is usually done by its ser- 
vants, or of fashionable dealers whos« 
dictum is law. 
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The New York World, Philadelphia 


/iem or Chicago Dispatch may not 
reach a very good class from a pecun- 
iary standpoint, but they reach a 


class that spends it 
and is more 
bargains ¢ 


s money thriftily, 
likely to listen to a tale of 
or values than is the modern 
Croesus or Midas, to whom expense is 
no limitation to the gratification of his 
It is more than quixotic to ig 
nore the sheets that specially represent 
the middle in favor of news- 
papers of ‘‘high price and small cir- 
culation,” which represent a class not 
very responsive to advertising, and a 
very limited number at that. Where the 
wares to be sold appeal only to the 
rich, such a course may be wise ; oth- 
the best results may 
pected from the middle classes, always 
the greatest | 
tradesman 


tesires., 


classes 


erwise, be ex- 


vatrons of the advertising 


WORD JUGGLERS 


WORRYING WON'T 
WONDERS, 


WORD WORK 


] 


Elocution may be a good thing in its 


way, but how we hate to talk business 


to the kind of man who “ elocutes"’ 
at us just as if he was speaking a piece 
out of ‘‘ Dick’s Recitations.” 

In writing an advertisement, tell 


your story in a plain, straightforward, 
business-like Remember that 
you are talking to your customers just 


way 


the same as if you had them in your 
store, only you are speaking to thou- 
t 


sands at the same time, instead of only 


one or two. So, if anything, you 
should be even more choice in your 


language than if you were only talking 
to You never think 
of telling a patron that ‘‘ keeping kool 
kosts kash,’’ yet you embellish (?) your 
ads with such phrases as ‘‘ the prettiest 
patterns at popular prices,’’ and “‘ big, 
brilliant, booming bargains.’’ 

Why fill your advertisements with 
strained efforts after ‘‘ fancy” rhetor- 
ical Above all, don’t 
wake your readers groan under such 
word distortions as ‘‘lucid logic,” 
‘*plain, pithy, pointed and pertinent,” 
and a thousand other combinations 
just as stilted and in just as bad taste. 

Such word combinations always re- 
mind ont of a school-boy opening his 


would 


the one. 


expressions, 


dictionary at some letter, and stringing 


together as many words beginning 
with that letter as will make sense. 
The following ad, clipped from a 


country newspaper, will serve as a hor- 
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rible example of the word-worrying 
announcement : 





ELCOME, woman, wife, widow. Why 

V worry? wonder ? wait ? when W’ idmye 

willingly warrants pane | furniture which 
will wear wonderfully wel 





It is really pitiful to see a man buy 
space for the purpose of telling the 
world how devoid of wit he is, and 
how hard he is striving to keep up his 
end in the funny business. What a 
pity he did not say ‘‘ wood” in his ad- 
veriisement instead of ‘‘ furniture,” 
for the ad could never pay anyhow, 
and he would have had the satisfaction 
of knowing that every word began with 
ao.” 

Take some of PRINTERS’ INK’s own 
announcements as examples of good 
advertising—the kind of advertising 
that pays—for a glance at their adver- 
tising pages will show how well it is 
paying. Did you ever see a PRINT- 
ERS’ INK advertisement that told you 
‘‘advertisers always accumulate an- 
swers”’ if they use its columns? No, 
you find straightforward business facts, 
put in plain, simple, but convincing 
language, such as ‘‘No man reads 
PRINTBRS’ INK unless he takes some 
interest in advertising,” or, ‘‘ The 
shortest, best and most profitable way 


of calling an advertiser's attention to 
an advertising medium is a well writ- 
ten ad inserted in PRINTERS’ INK.” 
Each advertisement dives right into 
the heart of the subject without any 


frills or ‘‘ puny platitudes,’’ and im- 
presses you with its arguments a great 
deal more than any ‘‘ lumps of logic” 
of the same initial-letter order would 
ever do. 

So, Mr. Advertiser, when you are 
tempted to sprinkle your announce- 
ments with ‘‘ business bernacles,’’ re- 
flect a moment, and—don't. 

W. CHANDLER STEWART. 
7, 
HOW TO GET RICH. 

Some time ago a shrewd genius advertised 
in several of our daily papers that for a 
small consideration he would send to any 
applicant directions by which he could go 
out into the world and get rich. A good 
many enthusiastic young men who were anx- 
ious to accumulate a fortune by some easy 
method responded to this advertisement, in 
closing the amount required by the adver 
tiser. Shortly after the applicant received 
a small printed slip, which read as follows: 
“ ry . ‘ 

Be honest, industrious and economical, and 
you are sure to get rich.”’"— Mercantile Jour- 


nal. 
—_ 


Hownssty in etventetnnsnes ans permanency 
in business. . Fowler, Jr. 


PRINTERS’ 


INK. 
THEY WILL - NOT TOUCH IT. 


Mr. Charles M. Shortridge, owner 
of the San Francisco Morning Ca//, in 
referring to the practice of the Amer- 
ican Newspaper Directory of desig- 
nating by four stars (and a reference 
to an explanatory note) those papers 
which have been detected in supplying 
the Directory with false circulation re- 
ports, thinks that when the man who 
perpetrated the deception dies or goes 
out of business, the paper ought thence- 
forth to be relieved of the stigma. The 
position taken by the Directory people 
was explained in PRINTERS’ INK for 
August 28th, 1895. It is as follows 


Seventeen times in eight years the Ameri- 
can Newspaper Directory has been imposed 
upon by lying circulation reports furnished 
by newspaper publishers, ool! in each of the 
seventeen cases has paid the reward of one 
hundred dollars. No one questions that the 

rewards were due. A new phase is now pre 
sented, The Directory has for seven years 
published a list of the papers whose lying 
statements had been detected. A man who 
recently paid $350,000 good money for one 
of these } redited journals, announces that 
he is handicapped by the position his paper 
holds in the advertising community. “* This, 
he admits, “‘is the just penalty for having 
come into possession of a property about 
which barefaced lying statements had been 
made.’’ The paper referred to is the Morn 
ing Call, a San Francisco daily. “ I think,” 
says Mr. Shortridge, the present proprietor, 
“the damage done the Caé/ would amount 
to several hundred thousand dollars,”’ and he 
is anxious to avail himself of every means of 
again obtaining for the Caé/ an honorable 
position in the opinion of advertisers, and a 
correct circulation rating in the Directory. 
The question is, how canit bedone? Of the 
remaining sixteen detected prevaricators, 
most of the publications are dead. Some are 
pub lished under different names. The Ca / 
1s not the only case in which the paper has 
passed into the hands of new proprietors. 
Just how a new proprietor may avoid the 
stigma which deservedly attaches to his put 
lication on account of the shortcoming of a 
predecessor, is a question of interest. Both 
the Morniug Call and the Omaha Bee, which 
is the latest prominent newspaper whose re- 
port has beem proved false, are members of 
the American Publishers’ Association. Is 
this not a matter with which this Association 
may properly deal ? 

Since August, PRINTERS’ INK has 
made some effort to ascertain how the 
A. N. P. A. is likely to consider an 
application to deal with this question, 
and the conclusion arrived at is that 
the Publishers’ Association is just about 
as likely to handle it as the average 
country boy is to cultivate a familiar as- 
sociation with that well-known little 2ni- 
mal with a valuable coat but an ob- 
jectionable accompaniment—which has 
never been known to be removed dur- 


ing life—the Wephitis Americana, 
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PRIZE ADVERTISEMENT] KEEP A SCRAPBOOK 
. Every merchant should keep a scrapbook 
r We “_ this suggestion has been nade 
rwo before, but it is fully worth emphasizing 
. Every bright advertisemeat that you notice 
: . in your local paper or those of other towns; 
In the seventeenth week of the com- every model advertisement that you observe 
petition for the Printers’ INK Vase, ™ y ur trade paper, and ete! Sy actical 
forty-three advertisements were re- ‘T#d¢-bringing plan or hint, should be cut out 
has * : - 7 and pasted in the book with full data as to the 
ceived in time for consideration and name and date of the paper. You will find 
report in this issue of PRINTERS’ INK. such a book as this an inexhaustible treasury 


Of all these the one here reproduc ed is ; é ciches, especialy on = andaye wasn yous 
ideas run scarce, and you are too busy to take 


thought to be the best : time to evolve a ggod advertisement. Keep 


SEVENTEENTH WEEK—LAST WEEK BI 


® 
: 
: 
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“The Way to Make a Thing Known 
Is--t0 Make It Known.” 


And there is no way of making things known that is quite so 
sure and effective as is the judicious use of advertising space in 
the daily newspapers, and other periodical literature of the 
times. 
If you have something the people need, and want them to know 
you can supply that need, then advertise; but first be certain 
that you know how, for there is the kind that pays and the kind 
that does not. 
To make sure that your advertising will be the kind that pays, 
or to make your ads pay better if already an advertiser, your 
wisest plan would be to first subscribe for 


~ Printers’ Ink 


A 64 to 80-page weekly journal published for advertisers as a me- 
dium of instruction in that most important branch of modern 
business methods, viz.: advertising. 

Its pages are filled with just the information every advertiser 
needs to insure success in securing publicity for his wares 
This information is contributed by experienced and successful 
advertisers, and by professional ad writers, whose services— if 
paid for at regular rates—would cost you many times the sub- 
scription price of the journal. 

Each number also contains many ready-made ads of great value 
to advertisers in almost every line of business, together with 
timely hints, workable plans, and proven methods that will help 
any advertiser who accepts their teachings. 

NOW is the time to subscribe, as the price is only $2.00 per year, 
for after Dec. 3ist, 1895, it will be $5.00; though if you send the 
money before Jan. Ist, ‘96, you can have it at the $2.00 rate for as 
many years as you choose to pay 


(talent 


A sample copy (free on request) will convince you of its value 
dress TO-DAY, 


$3 PRINTERS’ INK, 


No. 16 Spruce St., New York, N. Y 


YUU AERTS 


This advertisement was written by 4% ay ok by all means.— Stoves and Hard- 
A. M. Wilson, M.D., of Kansas City, “*”% aporrer. we 
Mo., and appeared in the Investor, of Aw advertisement writer is entitled to call 
Kansas C€ ity, Mo., of Nov. 7th. himse if an “‘artist’’ if he can draw customers 
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The 
Cincinnati 
Commercial 
Gazette 


has the largest actual subscription list 
in Cincinnati. The regular subscribers 
of a paper are its regular readers, and 
regular readers are what advertisers 
are after. These regular readers of the 
CINCINNATI COMMERCIAL 
GAZETTE, both daily and semi- 
weekly, are the best buyers in Cincin- 
nati andthe Ohio Valley. Many of 
them can be influenced by no other 
advertisements than those which ap- 
pear in the columns of the CINCIN- 
NATI COMMERCIAL GA- 
ZETTE. Its daily subscribers num- 
ber over 40,000; its Sunday over 
50,000, and its semi-weekly over 
50,000 more—the latter in prosper- 
ous households throughout Ohio and 
adjoining States. 


--2@@SOSSee--- 
Sample copies, advertising rates or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bidg, New York. 1320 Masonic Temple, Chicago. 
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A MONTANA MISSIONARY. 


ADDISON ARCHER INTERVIEWS MI W 


E. BOND, OF THE ‘‘ANACONDA STAND- 
ARD,’’ WHO HAS BEEN CONVERTIN 
AND EDUCATING ADVERTISEI 
THROUGH ‘‘PRINTERS’ INK’’—HE HAS 
THEREBY TREBLED THI AND 
ARD’S’” LOCAL ADVERTISING IN A 
YEAR AND A HALF, INCREASED | 
SIZE AND REQUIRES A SPECIAL TRAIN 
SERVICE FOR CIRCULATION 
POSES. 

I ran across Mr. W E Bond I 
the Anaconda (Montana) Sta 

the other day in the office of the 


Cleveland Baking Powder Company 


and I seized the opportunity to inter- 
view him on a matter that I have had 
in mind for a long time 

Mr. Bond is a very enterprising 


young man, who has been conducting 
Montana 
progress, and to him is due the yn 
verting majority of Mont 
leading advertisers to the newest and 


the 


idvertisers along the path of 
of the 


ina’s 


best advertising, as it is 


preache | 











und exemplified in the olumns of 
PRINTERS’ INK; and PRINTERS’ INK 
by the way, has been an instrument 
that he has found to be of materia 
use in accomplishing this very interest 
ing and instructive result 

Mr Bond was Mr Newton 
Cleveland's office with Mr. Kat rf 
the San Francisco /.xaminer, probably 
inding or renewing ract fo 
tl /, or rather the ‘‘ ¢ 
Standa as they call it sin t ha 
spread out to cover the whole State of 
Montana, with offices in all the prin 
pal points and a staff of nine report 
ind editors at Butte. 

And the ‘‘ Greater S {” it ce 
tainly is greater than Anaconda 
which has only 9,000 inhabitants 
while the Standard has a bona fide 
proven circulation of over 10,000 cop 
ies daily, and is a twelve-page pape 
full of the latest news from every 
where, and the expertly-written ads 


of all the advertisers who either reside 
Montana or 
fact, aman doesn’t think of 
in Montana 


irda. 


in udvertise ther 


without using the 
INTE 

Mr. Bond w 
trips to the I 
him on the fly, s« 
him to tell 
work he 


VIEWING ON THE 


on one of his flying 


ind I 
» to speak I 


is 
ast had t 
details of 
doin 


me the 


has been 


sionary 


RS’ 


INK. Ig 


Western field, and particularly in what 


way PRINTERS’ INK had been of serv- 
ice to him. 

‘* Well, I first knew PRINTERS’ INK 
vhen I was business of the 


manager 
Oakland (Cal.) 7 I subscribed 
for the Little Schoolmaster, and studied 
t When I went to Ana- 
the management of the 
Montana advertiser 


10un. 


ry issue 
conda to take 


tandard, i 


und 








1 are in most places where 
the advertising expert has not pene 
trated John Smith was stating that 
he s oceries at the lowest 
price uch an address, and 
John Jones was setting forth the fact 
that he had st received the latest 
style und newest goods at his dry 
goods store I saw that many people 
wh were advertising could advertise 
to better advantage for themselves, 
ind in a way to demonstrate the real 
value of the Standard’s columns, and 
I saw that there were many merchant 
who could advertise profitably who 
were not advertising at all 

DIN¢ “PRINTERS INK 

I thought the best way to bring 
hem to my way of thinking was by 
sending them the Little Schoolmaster 
if Advertising, and | subscribed for 
forty-three ¢ pies of PRINTERS’ INK, to 
be sent to forty-three men who did not 
ulvertise and some who did advertise, 
but who did not believe in giving the 
same an nt of attention to their adver 
t ng as to the other bran« hes of their 
sIness As a result, the Standard 

" -day new advertising and in 
creased old advertising to more than 
three times what it had a year and a 
half ago, traceable to the missionary 
work of PRINTERS’ INK here is not 
in advertiser in the paper who doe 


not change his copy regularly, and 


take as much interest in this depart 
ment as in any other of his business.’ 
Do they use advertising experts 
Ve 
‘Local or New York ?”’ 
Some Eastern and some local 
r} ire getting into it more and 
mor We have some as good adver- 
i writers as are to be found any- 
where in the West 
Ex-newspaper met 
‘Some of them; others are dry 
goods men who have been advertise- 
ment writers.’ 
Mr. Bond showed me a copy of the 
Standard, and a glance through it 
columns convinced me the advertisers 





PRINTERS’ 


out that way know advertising as well 
as it is known in the best advertising 
cities of the East—better than it is 
known to many of the old advertisers 
of New York—no reflection on Bloom- 
ingdale Bros., Hilton, Hughes & Co., 
Adams & Co., and the half dozen 
more who are the exceptions to the 
New York rule of antiquated adver- 
tising. 
AS GOOD AS NEW YORK. 

‘*We claim,’’ said Mr. Bond, “that 
the advertisements in the daily and 
Sunday Standard are as bright, catchy 
and as well written as those to be 
found in amy paper in New York City 

‘Of course you encourage your ad- 
vertisers by typographical co-opera- 
tion ?’’ 

**Oh, yes watch them 
closely, as you will see by the paper.’ 

‘*Isn’t that expensive ?”’ 

‘* Yes, it’s expensive, but it pays, 
because it gives greater results, and 
that is what all advertisers are looking 
for pd 

**Do you charge more ?”’ 

‘*No, we do not. We believe the 
benefit accruing more than pays us.”’ 

‘** But doesn’t it cost a great deal to 
set ads new every day ?”’ 

se i 

** How much more of an ad-setting 
staff do you employ ?”’ 

‘‘We employ three ad-setters regu- 
larly, and the last two days of the 
week one extra for the extra Sunday 
service.”’ 

MR. BOND ON ‘‘ PRINTERS’ INK.” 

Mr. Bond here dilated on the great 
good PRINTERS’ INK is doing. ‘* The 
burden of educating advertisers to the 
great value of advertising,’’ he 
“fell on PRINTERS’ Ink, and 
almost igstantaneous response 
every effort was due to the aid 
me by the Little Schoolmaster.”’ 

Then it helped you in your adver- 
tising solicitation ?”’ 

**Materially. It saves lots of explan- 
ation.” 

‘*Do you intend again to take up 
the same system of converting non-ad- 
vertisers into advertisers ? 

**T shall take it up again as soon as 
the holidays are over."’ 

Mr. Bond, let me say in closing, is 
not a wild and woolly Westerner in ap- 
pearance or methods. He is a smooth 
faced, clean-cut, business-like young 
man who would meet with undoubted 
success should he be pitted against the 


we very 


said, 
the 
from 
given 


INK 


best advertising or business managers 
of the East. He is of their stamp, 


with a dash of Western briskness that 
in no way detracts from his refinement 


of appearance, a point I lay stress 
upon, as it’s the quiet, refined young 
men who are coming to the front—as 
witness Mr, W. R. Hearst, the phe- 
nomenally successful young Califor- 
nian, who has made the San Francisco 
Examiner the foremost paper of the 
Pacific Coast, and East to do 
ditto with his recent purchase—the 
New York Morning Journal; Mr. J. 


S. Seymour, who has increased 


comes 


the 
circulation and advertising of the New 
York Lvening /’ost remarkably in 
the past five years, and half a dozen 
more young men, who are steering 
journalistic craft to success along the 
course that Mr. Bond is steering— 
namely, proven circulation, better 
newspapers and better advertising. 

Mr. Bond’s success is demonstrated 
in the recent increase in the size of 
the Stzndard from g pages to 12 daily, 
12 to 16 Sunday, making it the 
largest paper published between Chi- 
cago and the and in the fact 
that his paper is the only one west of 
the Missouri River operating a train 
service of its own to facilitate its State- 
circulation. 


so 


from 


Coast, 


wide 
ADDISON ARCHER. 
EFFICIENCY. 

The intense competition which is one of the 
factors of business as conducted in this fast 
moving age has its redee ming x fe atures, for it 
brings out of necessity the ns there is in a 
man. There is no longer a chance of success 
for the slow-going, the careless or the inat 
tentive. They are not even in demand for 
the most subordinate positions. The young 
employees who are to be the trade magnates 
of the 1uture are not the ones who think that 
any class of service will do, so long as idle 
ness and inattention and half-hearted work 
remain undetected. mployers are more ob 
servant than this class of employees seem to 
think. The fact that they could tell a good 
thing whew they saw it, and knew how to 
take adv: antage of it, is what made them em 
ployers, and it is folly to suppose that they 
do not know when they are well served. As 
a rule they do, and are glad to utilize the 
services of the faithful, the intelligent and 
energetic im higher positions. Hence, the 
subordinate who wishes to rise will give his 
whole thought to business, which will surely 
be recognized by his employer, or by some 
other, as well as by that portion of the world 
at large with which he is brought in business 
contact.—F.rchange 

- —s 
A GOOD DEFINITION. 

Johnny—Pa, what's an advertiser 

Pa-—-An advertiser is a man who spends 
some of his own money to get that of other 
people 


> 
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POST-OFFICE, 


Law and Patent Office of ) 
J N L 


} 
Mz 


OSTON, 


iN 


aSS., 


Editor of Printers’ Ink: 


Referring 


1895, page 30, second 


I have made 

and have ser 

for his decisic 
[he case is 


attorney I desire 
American, and, 
ency of S 


vertising ag 
Boston, I hav 


ican their re 
75 cents per line for each insertion 
considering their cir: 
highest advertising pric 


The Scientifi 


ad outright, 


for “that cl. 
American would be 


this amounts 
for patent office bi 
which is carried on 


Scientific 
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granted by 
course, yields 
greater than 
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issu 
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Pr 
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up such a case as 
stmaster-General 


it it to the 
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them an e 
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ress of patent 


the Scientific 


through the well-known ad 


Niles & ( 


e for 


ulation, 
>in the U nited States 
c American did n 


fi< 1 me? 
adve rtising 


this i 


ot refuse the 


1, said that the fr 


ial 
t 


in t 


$5 per line 


of ads which call 


he s 
pu ) 


low it 
not know, but the ScifentifA 
0 take out about one-third 


d 


he Sctentifi 
Of course, 

; 

ame business 
ishers of the 
is now Id 


imerican used 


of all 
States 


ll the patents 
This, of 


normous income-—tar 
a good many 


vertisement to do patent office b 


t 


ynly advertise 
hat business. 


ement allowed in 


On its 


ver 


y tac 


publications like 
— 


“Id 


its « 


e 


tific American is published mainly to se 
patent office business for its publishers. in 


the line of your editorial, 


t 
f 


c 


heretofore referred 


o, the Post-Office Department has now be- 


ore it, for it 
ase they de 


s official 
sired to | 


acti 
lave 


question for the Post-Office 


t 


o decide is w 


carrying a p 
duced rates can be den 


c 


good st: anding to 


Sctenti fic 


ation does r 


hether the 
ublication 


efuse to allow 
advertise 


fusal by the Post-Office 
follows that 


marily for 


advertising 


m, precisely the 
before 


it Che 


Department now 
special privilege of 


the 
whe 


mails at re- 
n that pul 


any h oe 


in y 
tion at the regular published rates ” 


American is justified in such re 


Department, then 
a publication, 


mitted as second-class matte 
mails, Very respectfully, 


If any o 


ne doubts 


JOHN 


purposes 


rin U 


M 


that 


PERKIN 


a publica- 


tion designed primarily for advertising 


I 


yurposes 1S 


States mail 
f the Delineator, w 


always exceeding 


r 
( 


admissil 
let him 


half 


1 
re 


to 


the United 


examine any copy 


ith 


the premium issue « 
that appears o 


ompanion 


and contain 


I 


I 


( 


nents of th 
yublishers 


s nothing 


ings to 
of that 


oO appea 


be circulated by the 


having a subscriber, 


not primarily only, 


ve 


stising the 


business 


} 
be 


reg 


f tl 


but 


bought of the 


ular issues 


a million copies, 


1e Vouth 
nee a year 
advertise- 


excellent paper 
Then let the investigator keep an eye 
yut for the peg seo pe 
soon begin t 


ra 


uper 
nd 


s that will 
which will 


million without 


but 
of 


sol 


the 


being devoted, 


ely, to ad- 
campaign 


clubs that issue them. When Mr 
Perkins gets his answer from the post- 
office he will be unable to make head 
or tail of it. Of one thing, however, 
he may be certain, the Scienti fi 1 mer- 
7can ought not to be deprived ol the 
right to be carried in the U. S. mails 
as second-class matter and it will not 
Furthermore, there is no law that con- 
fers the right upon the Post-Office De- 
partment to concern itself about what 
advertisements the Scientific American 
or any other paper will or will not in- 
sert. The fact is that although the office 
of Third Assistant Postmaster-General 
is an important one to those who have 
to do with newspapers, its affairs, so far 
as they appertain to postal facilities ex- 
tended to newspapers, are practically 
conducted by two routine clerks, by 
name Fountain and Davis. The Third 
Assistant Postmaster-General, an of 
ficer appointed by the President, signs 
his name to decisions made by these 
aids who were in office before his ap- 
pointment and will be there after his 
incumbency has been forgotten, and 
that is about all he knows about mat- 
ters over which he is supposed to ex- 
ercise a supervision. The way decis- 
ions are arrived at in his office has been 
characterized as follows: 

The practice of the Post-Office Department 
is to ta blications me rule one out 
and th ther , and no man can tell why 

> was ru it and the other ruled in 

jam M. Springer of Illin 
mmittee of the Whole, 


law with regard to second-class mat 
s being construed by the Post-Offic 
Department not in a liberal but in a narrow 
way he Department is on record as desir 
ing to contract the present legal rights of 
publishers by the repe al of certain laws now 
existing in their favor, and it has repeatedly 
made decisions which are, to my mind, in 
contravention of existing law Lemu f 
Quigg, M. C., Evitor Press 
It has been demonstrated that it is futil 
for a citizen to ap ply to the Post-Office De 
partment for such information as will enable 
him t oduct his business operations 
couformity to the law, the practice in suc 
cases being to decline conveying any inf 
mation.—Aa-Congressman and Congre 
man-E/ect Amos J. Cummings, the Fi 
Editor of the New York Evening Sun 
There is not a postmaster in the 
United States that would undertake to 
hazard a guess in advance as to what 
the decision of the Third Assistant 
Postmaster-General would be upon any 
point submitted for his consideration, 
but there is no other officer in any de- 
partment that is more pn pomeey to 
write decisions from which no one can 
make out which way they decide 
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arles Austin Bates, 


1412, 1413 Vanderbilt Bldg., N. Y. 


Plans, Advice, Writing and Illustrating for Advertisers. 


Medical Ads 


are the ones I like best to write. They are 


generally of great importance. They must be attractive and con 
vincing. They must be absolutely correct in every statement 
There must be no weak spot for criticism. They must be able t 
stand the closest scrutiny of the most fault-finding physic ian. I 
know something about medicine. I have a good working library of 


medical literature. In cases when I am ever so little uncertain 
about any point I consult one of the best physic ‘ca in New York 
I make every effort to write the best medical ads, booklets and cir 
culars. I can give any medical advertiser bette r advertising matter 
than he ever had before I charge from $5 to $25 each for medical 
ads according to the difficulty of the subject. At these prices I give 
absolutely the best service that can be bought 


oods Ads 


I know the dry goods business 


pretty thoroughly Had experience as advertising manager 
in a big department store. I know goods and methods. There 
are two kinds of work that I do for dry goods stores (1) I 


write a heading and opening paragraph, to which may be added any 
items that are to be advertised from week to week, or from day t 
day. (2) On receipt of a description of any item I write an ad to 
fit that particular thing. I have clients under both plans. Any 
dry goods or department store man who will send me ss may have 
either 4 headings and 4 cuts, or 4 special ads and 4 cuts. This is 
just half the regular price The offer is open to only those wh 

yer seen my work in this line egular weekly illustrated 
ads cost $6 a month, daily illustrated ads $30 a month. 









Furniture 2. Carpet Ads 


I have written more ads about furniture than about almost any 
other subject. It is nice work. I know all about furniture, car 
pets, etc I am in constant touch with the best stocks of these 


things in New York I know how furniture and carpets are made 
and what makes them good. My furniture ads have always been 
liked. I can write equally good ads for cash honses or for install 
ment houses. Any furniture man for whom I have never worked 
may have 4 ads and 4 cuts for $3—just half price. I hope by this 
means to secure many regular clients at regular rates, $6 a month 
for weekly illustrated ads, $30 a month for daily illustrated ads 

To any furniture man who sends me $20 I will send 13 ads and 1 
attractive illustrations, and also include copy for a furniture book 
let that will help his business. The copy for the book and a 
illustration for the cover, together with full instructions for th 
printing, are absolutely free 








Advice 


Any retailer who will send me $10, with a statement reg garding his 


busimess and his advertising, copies of previous ads, questions 
about any advertising problems, shall receive a letter of criticism 
and advice which I twill try to make worth $100 to him. 

Advice and criticism in lines other than retail, $25. 
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WINFS AND LIQUORS 

‘ There is but one way of effectively ad 
vertising wines and liquors,’’ said a dealer, 
‘and that is through the newspapers. The 
majority of people do not purchase such 
wares from the store nearest them, as they 
do in the case of groceries. This fact gives 
the wine dealer the widest latitude. He will, 


of course, confine himself to the newspapers 
of his own city, unless, as in the case of a 
standard product like Old Pepper Whisky, 
his wares are sold everywhere 


““In that case he has almost unlimited 
choice of media, save, perhaps the temper 
ance papers Periodicals hke the Home 


Journal, Town Topics, Life, etc., are good 
media for wares of this class, since they react 
ge number of people who are addicted to 
For a poorer class of 
the paper is 


a lar 
the aad things of life 
wines—and customers-— 
pe th aps the best medium 
‘For local trade, a distribution of 
tising matter will be found good A friend 
of mine has a chart giving the names of the 
wines, the manner of service, the dishes to 
which the respective wines belong, which he 
distributes, and which is intended for hang 


daily 


adver 


ing in the kitchen for the information of 
servants. He ascribes quite an amount of 
trade toit 

“How to advertise wines and liquors 
effectively is a difficult question. It depends 
entirely on the class one wishes t reach 
Those who use stimulants for medical pur 
poses usually purchase only the best. Those 
who buy them for daily or continuous use 


rer quality 
class he 


are generally satisfied with 
he dealer must determine 
desires to cultivate 

“For the former class he will, of course, 
dweil chiefly on the medicinal qualities of his 
wares, for the latter he must tz tk on the good 
quality, low price anc alatable properties 
In each case, the securing of a good family 
trade must be his object. The « atolls rwho 
purchases ten dollars’ worth each 


ap 
which 





year is 


better than the one that buys twenty dollars’ 
worth one time and never comes age ain 
*I see no reason why interesting adver- 
tising talks on wines should not become gen 
eral. Certainly there are facts in which the 
public would be interested, which, if enter- 
ot ml written, will induce interest in the 
goods and consequent purchase.”” G. T. C. 
No AN thinks he knows so much about 


ae ama | as the man who says he does not 
believe in it.—/Jed Scarboro 








IN CHICAGO 






INK. 

PROGRESSIVE PUBLISHING 

If the materials from which our newspa 
vers and periodicals are constructed prove to 
o of a permanent nature, it is extremely 
probable that future historians will assign 
the name of “ advertising age ’’ to the present 
epoch. 

Merchants, publishers, finan ther 
well as professional men of 
are awakening to the numerous 
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ial and « 
instituti 


all 


ns, as 


] 
lasses, 





advantages of publicity, and the number of 
those who have not as yet used printing ink 
is practically #7/. 

The present condition of affairs requires a 


large knowledge of the subject, to carry an 
advertising venture to a successful issue. An 
immense amount of genius has been evolved 
in the direction of a discriminating selection 
of mediums to be used, as well as in the 
preparation of attractively worded matter 

with eye-cat hing typograp yhical display ; and 


in order to secure paying results an adver 
tiser must not fall very tar behind the rest 
of his business rivals in these particulars 

It most certainly behooves the publisher or 
advertising manager of any periodical to see 


that the announcements of his advertisers 
are made as “ drawing ”’ as possible in order 
to secure a continuance of the business for 





himself, as well as a money-making invest- 
ment for the prine a l 
Advertising copy should have as thor« ough 


1¢ most important news artic le in 
and the fast disappearing specimen 
of the adve rtiser who hands in an ad 
announcing that he “‘ thanks all friends for 
favors in the past, and hopes to merit a con 
tinuance of their patronage in the future, 
or a stereotyped announcement of the fact of 
his being in a certain business at a given ad- 
dress, should be gently but firmly persuaded 
of the error of his One money-mak- 
ing ad will ofttimes do more towards making 
a paying property than half a 


editing asti 
the paper 
genus 


ways. 


a newspaper 


dozen “scoops”’ or other journalistic tri- 
umphs.—Fourth Estate 
> 
HAD NONE IN STOCK 
A good story is told on a baker's appren- 
tice in an lowatown. A stranger stepped in 


for a lunch, and while he was being served 


he asked the boy if there were any Presby 
terians in town. The boy looked puzzled for 
a moment, and then took the man’s breath 
away by saying: “I don’t know whether 
we baked any yesterday or not. If we 
didn't I don’t think there are any in town.” 
—The Helper 
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all the 


and Canada 


newspapers in 
which, 


PRINTERS’ INK. 
OVER FIFTY YEARS OLD 


The following is a complete list of 


United States 
with the last day 


of December next, will have been pub- 
lished for over fifty consecutive years. 


The whole number is 
them have 
a century. 
ALABAMA 
Eufaula, Times and News, 
Eutaw, Whig and Observer, 
Greensboro, Beacon, 
Huntsville, Mercury, 
Jacksonville, Republican, 
Mobile, Regist er, 
Montgomery, Advertiser, 
Moulton, Advertiser, 
Selma, Times, 
Talladega, News-Reporter, 
Tuscaloosa, Times, 
Tuscumbia, North Alabamian, 
ARKANSAS. 
Little Rock, Gazette, 
Washington, Telegraph, 
CALIFORNIA 
Marysville, Appeal, 
Sacramento, Bee, 
Sacramento, Record-Union, 
San Francisco, Bulletin, 
San Jose, Herald, 
CONNECTICU 
Bridgeport, Farmer, 
Bridgeport, Standard, 
Hartford, Courant, 
Hartford, Times, 
Hartford, Christian Secretary, 
Hartford, Religious Herald, 
Litchfield, Enquirer, 
Middletown, Sentinel and Witness 
New Haven, Régister, 
New Haven, Herald and Journal, 
New Haven, Palladium, 


New Haven, Ain. ones of Science, 
terary Magazine, 


New Haven, Yale 
Norwalk, Gazette, 
Norwich. Courier, 
St. .mford, Advocate, 
Waterbury, American, 


DELAWARE. 
Wilmington, Gazette, 
Wilmington, Republican, 


799, and 36 of 
been issued for more than 


Estab. 
1545 
1841 
1836 
1856 
1837 
1821 
1828 
1829 
1825 
1844 
1830 
1832 


1819 
1540 


1831 
1824 
1828 
1819 
1544 


179° 
1344 
1704 
1817 
1522 
1843 
1826 
1823 
1812 
1766 
1828 
1818 
1836 
1800 
179° 
1829 
1844 


1784 
1832 


DISTRICT OF COLUMBIA 


Washington, Nationa! Intelligencer 
Washington, Official Gazette U.S 
ent Office, 

Washington, American Farmer, 
FLORIDA, 

l'allahassee, Floridian, 
GEORGIA. 

Athens, Banner, 

Atlanta, Christian Index, 


Atlanta, Wesleyan Christian Advocate, 


Atlanta, So, Cultivator, 

Augusta, Chronicle, 

Cc olumbus, Enquirer-Sun, 

Dahlonega, Signal, 

Lagrange, Reporter, 

Macon, Telegraph, 

Milledgeville, Union-Recorder, 

Sandersville, Herald, 
ILLINOIS, 


Alton, Telegraph, 


Aurora, Beacon, 


Pat- 


Beardstow - ILiineian, 
Belleville, Advocate, 
Bloomington, Pantagraph, 
Carroilton, Gazette, 
Charleston, Courier, 
Chicago, Evening Journa al, 
Chicago, Tribune, 
Chicago, Express, 
Chicago, Prairie Farmer, 
Chicago, Universalist, 
Chicago, Am. Journal of Insanity, 
Galena, Gazette, 
Jacksonville, Journal, 
Joliet, Signal, 
Lacon, Home Journal, 
Moumouth, Republican, 
Mount Carmel, Register, 
Ottawa, Free Trader, 
Pekin, Republican-Post, 
Pekin, Times, 
Quincy, Herald, 
Rockford, Register-Gazette, 
Springfield, State Jou:na 
Springfield, State Register, 
Waukegan, Patriot, 

INDIANA. 
Bloomington, Republica 
Brookville, American, 
Brookville, Democrat, 
Covington, Friend, 
Crawfordsville, Journal, 
Crawfordsville, Review, 
Danville, Republic an, 
E 





, Sentinel, 


Fort Wayne, 
Frankfort, c rescent, 
Franklin, Republican, 


Goshen, Democrat, 
Greensburg, Standard, 
Indianapolis, Journal 
Indianapolis, Sentine|, 
Lafayette, Courier, 
Lafayette, Journal, 
Laporte, Herald, 
Lawrenceburg, Register, 
Loyvansport, Pharus, 
Madison, Courier, 
Newcastle, Courier, 
Peru, Miami Co, Sentivel 
Richmond, Palladium, 
Rising Sun, Recorder, 
Rushville, Jacksonian, 
Rushville, Republican, 
Shelbyville, Democrat, 
Terre Haute, Express, 
Vevay, Reveille, 
Vincennes, Sun, 
Winchester, Journal, 
IOWA, 
Burlington, Gazette, 
Burlington, Hawk-Eye, 
Davenport, Democrat, 
Dubuque, Herald, 
Fort Madison, Plain Dealer, 
lowa City, Republican, 
lowa City, State Press, 
Keokuk, Gate City, 
Muscatine, Journal, 
KENTUCKY. 
Courier-Journal, 
Louisville, Christian Observer, 
Louisvil e, Western Recorder, 
Russellville, 
Shelbyville, 


’ 


Louisville, 


Sentinel, 
LOUISIANA, 

Alexandria, Democrat, 

Baton Rouge, Advocate, 

New Orleans, L’ABeille, 

New Orleans, Picayune, 


Progress, 


Herald and Enterprise, 


1543 


1837 
1839 
184! 
183¢ 
184 
184 
1541 
1846 
1840 
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MAINE, 

Kennebec Journal, 
Gospel Banner, 
Augusta, Maine Farmer, 
Jangor, Commercial, 

Bangor, Whig and Courier, 
Beliast, Republican-Journal, 
3iddeford, Journal, 
Calais, Advertiser, 

Eastport, Sentinel, 
Farmington, Chronicle, 

Paris, Oxford Democrat, 
Portland, Advertiser, 
Portland, Eastern Argus, 
Portland, Christian Mirror, 
Portland, Transcript, 
Portland, Zion's Advocate, 
Rockland, Courier-Gazette, 
Skowhegan, Somerset Reporter, 

MARYLAND. 

Annapolis, Gazette, 
Annapolis, Republican, 
Baltimore, American, 
Baltimore, Deutsche Correspondent, 


Augusta, 
Augusta, 









Baltimore, Sun, 

Baltimore, Methodist Protestant, 
Cambridge, Chronicle, 

Cambrid Democrat and News, 


ge, 
Chestertown, Kent News, 
Cumberland, Alleganian, 
Cumberland, Civilian, 
Denton, Journal, 
Easton, Gazette, 
Easton, Star, 
Elkton, Ceci! Democ 
Elkton, Cecil Whig, 
Frederick, Citizen, 
Frederick, Examiner, 
Hagerstown, Herald and Torchlight, 
Hagerstown, Mail, 
Leonardtown, St. Mary’s Beacon, 
Middletown, Valley Register, 
Port Tobacco, Times, 
Upper Marlboro, Gazette, 
Westminster, American Sentinel, 

MASSACHUSETTS, 

Amesbury, Villager, 
Amherst, Record, 
Barnstable, Patriot, 
Barre, Gazette, 
Boston, Advertiser, 
Boston, Transcript, 
Boston, Journal, 
toston, Post, 
3oston, Traveller, 
Boston, American Cultivator, 
Boston, Christian Leader, 
Boston, Christian Register, 
Boston, Congregativnalist, 
3oston, Herald of the Coming One, 
Boston, Home Journal, 
Boston, Illustrated Police News, 
Loston, Investigator, 
Boston, Littell’s Living Age, 
Boston, Ploughman, 


at, 


Boston, Medical and Surgical Journal, 


Boston, Morning Star, 
Boston, Myrtle, 

Boston, N. E, Farmer, 
3oston, Pilot, 

Boston, Saturday Eve. Gazette, 
Boston, Watchman, 
Boston, Waverly Magazine, 
Boston, Yankee Blade, 
Boston, Youth’s Companion 
Soston, Zion’s Herald, 
Boston, Advocate of Peace, 
Boston, Missionary Herald, 





Cambridge, Chronicle, ; 
Chelsea, Telegraph and Pioneer, 


Estab. 
1525 
1535 
1832 
1838 
i815 
1829 
1844 
1836 
1518 
1840 
1833 
1785 
1803 
1822 
1837 
1828 
1845 
1840 


1745 
1833 
1773 
1541 


1537 


INK. 


Clinton, Courant, 
Edgartown, Vineyard Gazette, 
Fall River, News, 
Fall River, Monitor, 
Fitchburg, Sentinel, 
Great Barrington, Berkshire Courier, 
Greenfield, Gazette and Courier, 
Haverhill, Gazette, 
Hyde Park, Norfolk Co. Gazette, 
Lawrence, American, 
Lowell, Journal, 
Nantucket, Inquirer and Mirror, 
New Hedford, Mercury, 
New Bedford, W haleman’s Ship’g List, 
Newburyport, Herald, 
North Acams, Transcript, 
Northampton, Hampshire Gazette, 
Pittsfield, Eagle, 
Pittsfield, Sun, 
Plymouth, Old Col 
Quincy, Patriot, 
Salem, Mercury « 
Salem, Observer, 
Salem, Register 
Springfield, Republican, 
I'aunton, Gazette, 
Westfield, ‘limes and News-Letter, 
Worcester, Aigis and Gazette 
Worcester, Spy, 
Yarmouth Port, Register, 
MICHIGAN. 
Ann Arbor, Argus, 
Constantine, Advertiser and Merc 
Detroit, Free Press, 
Detroit, Tribune, 
Detroit, Michigan Farmer, 
Flint, Genesee Democrat, 
Hillsdale, Democrat, 
Hillsdale, Standar 
Jackson, Citizen, 
Jackson, Patriot, 
Kalamazoo, Gazette, 
Kalamazoo, ‘I elegraph, 
Marquette, Mining Journal, 
Marshall, Statesman, 
Monroe, Commercial, 
Mount Clemens, Monitor, 
Niles, Recorder 
Niles, Republican, 
Paw Paw, Free Press and Courier, 
Pontiac, Gazette, 
Ypsilanti, Sentinel, 
MISSISSIPPI. 
Jackson, Clarion-Ledger, 
Raymond, Gazette, 
Ripley, Advertiser, 
Scranton, Pascagoula Democrat-Star, 
Woodville, Republican, 
MISSOURI. 
Boonville, Advertiser, 
Columbia, Statesman, 
Excelsior Springs, Christian U 
ness-Herald, 
Fayette, Howard Co. Advertiser, 
Fulton, Telegraph, 
Liberty, Tribune, 
Palmyra, Spectator, 
Paris, Mercury, 
St. Charles, Cosmos, 
St. Joseph, Gazette, 
St. Louis, Anzeiger des Westens, 
St. Louis, Post-Dispatch, 
St. Louis, Republic, 
St. Louis, Ford's Christian Repository, 
St. Louis, Medical and Surgical J'r'nal, 
Washington, Franklin Co, Observer, 
NEW HAMPSHIRE, 
Claremont, National Eagle, 
Concord, Independent Statesman, 


ny Memorial, 


id Gazette, 








ion Wit- 
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Concord, People and Patriot, 
Dover, Enquirer, 
Exeter, News-Letter, 
Keene, N. H. Se itinel, 
Keene, Cheshire Repub! ix 
Lebanon, Granite Staite Fre 
Milford, Farmer’s Cabinet, 
Nashua, Gazette, 
Nashua, Telegraph, 
Newport, Arvus and Spectator, 
Portsmouti, N. H. Gazette, 
Portsmouth, Journal, 

NEW JERSEY. 


Ollo, 


in 


Belvidere, A 


Belvidere, Warren Journal, 
sridgeton, Chronicle, 
Camden, Democrat, 


Camden, West Jersey Press, 
Flemington, Hunterdon De 
Freehold, Monmouth Democrat, 
Freehold, Monmouth Inquirer, 
Hightstown, Gazette, 
Lambertville, Beacon, 
Morristown, Jerseyman, 








Press, 


ocrat, 


Morristown, ‘True Democratic Banner, 


Mount Holly, Herald, 
Mount Holly, Mirror, 
Newark, Sentinel of |'rcedom, 
New Brunswick, Fredonian, 
New Brunswick, ‘limes, 
Newton, N Herald, 
Newton, Sussex Register, 
Paterson, Guardian, 
Plainfield, Times, 
Plainfield, Sabbath Recorder, 
Princeton, Press, 
Rahway, Acivocaie, 
Rahway, Union Democrat, 
Salem, National S:andard, 
Salem, Sunbeam, 
Somerville, Somerset Messenger, 
Somerville, Unionist-Gaze.te, 
r'renton, State Gazette, 
Trenton, True American, 
Woodbury, Constitution, 

NEW YORK. 
Adams, Journal, 
Albany, Argus, 
Albany, Journal, 
Albany, Press and K 
Albany, Cultivator, 
Albion, Orleans American, 
Albion, Orleans Republican, 
Angelica, Republican, 
Auburn, Advertiser, 
3allston Spa, Democrat, 
Ballston Spa, Journal, 
Batavia, Spirit of the Times, 
Bath, Steuben C 
3ath, Farmers’ Adv 
Jinehamton, Re 
Binghamton, Democrat, 
Brocklyn, Eagle, 
Buffalo, Commercial, 
Buffalo, Courier 
Buffalo, Enquirer, 
3uffalo, Express 
Buffalo, Medical and Surgical J 
Cambridge, Washington Co, Pos 
Canajoharie, Radii 








Canandaigua, Repository and Messenger, 


Carmel, Courier, 
Catskill, Examiner, 
Catskill, Recorder, 
Cherry Valley, Gazette, 
Clinton, Courier, 


Cooperstown, Freeman’s Journal, 


Cooperstown, Otsego Republican 
Delhi, Delaware Express, 


Delhi, Delaware Gazette, 


ckerbocker 


irnal, 
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Elmira, Gazette, 
Fishkill on t 
Flushing, Jourral, 





Goshen, Independent 
G Democrat, 
Greenport, Republican Wat 
Greenwi " 
Hamilton, Re ’ 
Haverst:aw, Rockland Cx 
Hempstead, 
Herkim«e 
Homer, 
Huds 
Hudson, Re 
Huntington, Lor 
Ithaca, Journal, 
Ithaca, Democrat, 


shen 








ngston, Argus, 
#2 Koy, (razette, 

ittle Falls, Journal and C 
port 
ille, Journal a 
yons, Re; 
Lyons, ! 
Malone, Frank 
Malone, Palladium 
Mayville. Sentine 
Monticello, Rep 


Low d Rep 








Morrisville, Madis« n Observ 


Mount Morris, Union, 
Newburgh, Journal 

Newburgh, Revister, 
New Y 


Niagara Der crat, 


€ 


e Hudson, Standard, 


lican Watchman, 





New York, 
New York, 
New York, 
New Yor 


New York, 
New York, 
New York, 
New rk, 


Am. Gas Light ‘ournal 





rk, Courrier des Etats Unis, 
Evening Post, 
Herald, 
J nal of Commerce, 
and Express, 
ay Mercury, 
( nercial Acivertiser, 
Staats Zeitung, 
Zeitung, 
Sun, 
rribune, 
Am. Agriculturist, 





Am. Banke 


se ristia \ ocate, 
New York, Christian Intelligence 
New York, Churchman, 
New Yor Dispatch, 
New York, Dry Goods Economis 
Ne York, Evangelist, 
New York, Examiner, 
New York, Freeman’s ] nal, 
New York, Home J« irnal, 
New York, Illustrated London News, 
New York, Ledger, 
New York, National Police Gazette, 


New York, 


New York, Observer, 

New York, Rural! New Yorker 

New York, Scientific American, 

New Vork, Shipping and Commercial List, 
New York, Shoe and Leather Reporter, 
New York, Spectator, . 


New York, 
New York, 
New Yor 


Noah’s limes and Messencer, 


Sunday Courier 


Advocate & Family Guard’n, 


, Insurance Journal, 





41 
842 





























York, American Engine: r 
New York, American Messenger, 
New York, American Missiona 
New York, Catholic Work’ Mag 
New York, Eclectic M AiZine 
New York, Godcey’s Magazine, 


k,G l 


alls, Seneca Co, Cou 
Sing Sing, Republican, 
Skaneateles, Democrat, 
Syracuse, Journal, 


Seneca I 


Syracuse, Standard 

Syracuse, No. Christian A cat 
Syracuse, Wesley Mett st, 
Syrac , Gospel Mess 3 





lroy, Northern Budget 
tica, Herald and Gazette, 

a, Observer, 

tica, Y Cyfaill, 

alatia, Rough Notes, 

Warsaw, Western New Yorker, 

Waterloo, Observer, 

Watertown, Re-Union, 

Wellsville, Reporter 

Whitehall, Chronicle, 

Whitehall, Times, 

White Plains, Eastern State Journal, 


NORTH CAROLINA, 
Chapel Hill, University Magazine, 
Fayetteville, Observer, 
Greensboro, Patriot, 
Hillsboro, Durham Recorder, 
Raleigh, Biblical Recorder, 
Raleigh, Christian Sun, 
Tarboro, Southerner 
Wilmington, Journal, 

OHIO, 

Akron, Summit Co, Beacon, 
Ashland, Press, 
Athens, Messenger an: Herald, 
Jatavia, Clermont Courie 
Batavia, Clermont Sun 


Bellefontaine, Examir 
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154 
184 
1544 
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I 

154 
I 

1829 
154 
184 
1827 
179! 
179 
roc 
1837 
182 
Io4!t 
824 
1839 
1840 
182 
154 
1544 
152 
18 

18 

1835 
1544 
1522 
1044 
I ) 
18 

I 

1836 
1828 








INK. 





Jeffers Ashtal a Sentinel, 
Ke n, Democrat, 

I aster, Fagle, 

Lancast 

Leba 

Lis! 

Logan, Hocking Sentinel, 
McConnelsville, Herald, 


Mansfield, Shield and Banner, 


Mario > im epende nt, 

Medina, Gazette, 

Millersburg, Holmes Co, Farmer, 
Millersburg, Holmes Co, Republican, 
Mount Vernon, Republican, 

Mount Vernon, Democratic Banner, 
Newark, Advocate 

Newark, American, 

New Philadelphia, Ohio Democrat, 

New Philadelphia, Tuscarawas Advocate, 
Norwalk, Reflector, 

Norwalk, Experiment, 

Oberlin, bliotheca Sacra, 

Ottawa, Putnam Co, Seutinel, 
Painesville, Telegraph, 

Pomeroy, ‘!'ribune-Telegraph, 

ith, Tribune, 
























1844 
1509 
1820 
1507 
1808 
1842 
1842 
IS15 
Ido! 

















Ravenna, Republican, 
Ripley, Bee 


Saint Clairsville, Belmont,Chronicle, 
Saint Clairsville, Gazette, 

Sandusky, Register, 

Sidney, Journal, 

Springfield, c=" 

Steubenville, Herald, 

Tiffin, Advertiser, 

Toledo, Blade, 

Upper Sandusky, Republican, 
Urbana, Citizen and Gazette, 
Warren, Western Reserve Chronicle, 
Washington, Ohio State Register, 
Waverly, News, 

Wilmington, Clinton Republican, 
Woodsfield, Spirit of Democracy, 
Wooster, Republican, 

Wooster, Wayne Co, Democrat, 
Xenia, Gazette and Torchlight, 
Zanesville, Courier, 


PENNSYLVANIA. 


Allentown, Democrat 
Allentown, Friedens-B ote, 


Allentown, Unabhaeng’r Republikaner, 


Beaver, Star, 

Beaver, Argus and Radical, 
Bedford, Gazette, 

Bedford, Inquirer, 

Butler, Democratic Herald, 
Carlisle, Herald, 

Carlisie, American Volunteer, 
Center Hall, Reporter, 
Chambersburg, Franklin Repository, 
Chester, Delaware Co. Republican, 
Clarion, Democrat, 

Clearfield, Republican, 

Columbia, Courant, 

Columbia, Spy, 

Danville, Intelligencer, 
Doylestown, Democrat, 
Doylestown, Intelligencer, 
Doylestown, Express aud Reform, 
Easton, Argus, 

Easton, Northampton Correspondent, 
Easton, Sentinel, 

Erie, Observer, 

Gettysburg, Compiler, 

Gettysburg, Star and Sentinel, 
Greensburg, Argus, 

Greensburg, Westmoreland Democrat, 
Hamburg, Schnellpost, 

Harrisburg, Telegraph, 
Harrisburg, Church Advocate, 
Hollidaysburg, Democratic Standard, 
Hollidaysburg, Register, 
Honesdale, Citizen, 

Honesdale, Wayne Co. Herald, 
Huntingdon, Globe, 

Huntingdon, Journal, 

indiana, Progress, 

Kittanning, Armstrong Republican, 
Kittanning, Union Free Press, 
Lancaster, Examiner, 

Lancaster, Intelligencer, 

Lancaster, Der Volksfreund, 
Lebanon, Courier, 

Lebanon, Wahrer Democrat, 
Lewisburg, Chronicle, 

Lewistown, Democrat and Sentinel, 
Lewistown, Gazette, 

Lock Haven, Clinton Democrat, 
Lock Haven, Clinton Republican, 
Mauheim, Sentinel, 

Mauch Chunk, Coal Gazette, 
Meadville, Messenger, 

Mercer, Dispatch and Republican, 
Mercer, Western Press, 
Mercersburg, Journal 

Mifflintown, Juniata Sentinel, 
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Estab, 
1830 
1843 
1813 
1812 
1822 
1832 
1819 
1806 
1832 
1835 
1845 
1838 
1812 
1836 
1842 
1838 
1844 
1833 
1826 
1838 
1811 


1830 
1812 
1810 
1834 
1818 
1805 
1827 
1841 
1802 
1814 
1826 
1790 
1833 
1840 
1827 
1829 
1816 
1828 
T5160 
1804 
1827 
1826 
1801 
1817 
1830 
1818 
1800 
1832 
1798 
1841 
1831 
1835 
1846 
1836 
1844 
1833 
1844 
1835 
1814 
1831 
1825 
1825 
1794 
1808 
1819 
1814 
1843 
1832 
1809 
1840 
1839 
1846 
1830 
1835 
1843 
1811 
1846 
1846 
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Millheim, Journal, 

Milton, Miltonian, 

Monongahela, Republican, 

Montrose, Democrat, 

Muncy, Luminary, 

New Bloomfield, Democrat, 

New Bloomfield, Freeman, 

Norristown, Herald, 

Norristown, Register, 

Pennsburg, Bauern Freund, 

Philadelphia, Demokrat, 

Philadelphia, Enquirer, 

Philadelphia, North American, 

Philadelphia, Public Ledger, 

Philadelphia, Christian Instructor, 

Philadelphia, Commercial List, 

Philadelphia, Episcopal Recorder, 

Philadelphia, Frankford Herald, 

Philadelphia, Friend, 

Philadelphia, Friend’s Intelligencer, 

Phiiadelphia, Germantown 1 elegraph, 

Philadelphia, Legal Intelligencer, 

Philade!phia, Medical News, 

Philadeiphia, Presbyterian, 

Philadelphia, Ref’d Church Messenger, 

Philadelphia, Saturday Evening Post, 

Philadelphia, Am. Journal of Pharmacy, 

Philadelphia, Am. Journal of the Med 
ica! Sciences, 








I 
Philadelphia, Journal of the Franklin 


Institute, 

Pittsburg, Chronicle-Telegraph, 

Pittsburg, Commercial Gazette, 

Pittsburg, Dispatch, 

Pittsburg, Freiheits Freund, 

Pittsburg, Post, 

Pittsburg, Catholic, 

Pittsburg, Christian Advocate, 

Pittsburg, Methodist Recorder, 

Pittsburg, Presbyterian Banner, 

Pittsburg, United Presbyterian, 

Pottstown, Montgomery Ledger, 

Pottsville, Miners’ Journal, 

Reading, Eagle, 

Reading, Berks and Schuylkill Journal, 

Shippensburg, News, 

Skippack, Der Neutralist, 

Somerset, Herald, 

Stroudsburg, Jeffersonian, 

Stroudsburg, Monroe Democrat, 

Sunbury, American, 

Towanda, Bradford Argus, 

Towanda, Reporter-Journal, 

Uniontown, News-Standard, 

Uniontown, Genius of Liberty, 

Washington, Reporter, 

Waynesburg, Messenger, 

Waynesburg, Republican, 

West Chester, American Republican, 

West Chester, ea Wa 

West Chester, Village Record, 

Wilkes-Barre, Demo. Waechter, 

Williamsport, Gazette and Bulletin, 

York, Gazette, 

York, Democratic Press, 
RHODE ISLAND. 

Bristol, Phoenix, 

Newport, News, 

Newport, Mercury, 

Pawtucket, Gazette and Chronicle, 

Providence, Journal 

Providence, Brunonian, 

Woonsocket, Patriot, 

SOUTH CAROLINA, 
Abbeville, Press and Banner, 
Charleston, News and Courier, 
Edgefield, Advertiser, 

Greenville, Mountaineer, 
Greenville, So. Christian Advocate, 
Lancaster, Ledger, 
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Laurens, Herald, 1845 Kingston, News, 1810 
Marion, Star, 1846 Ottawa, Citizen, 1846 
Spartanburg * Carolina Spartan, 1843 Perth, Courier, 1834 
Winnsboro, News and Herald, 1844 Picton, Gazette, 1836 
Pee Mares ‘ Port Hope, Gi 1ide, 1831 
TENNESSEE, . St. Catherine’s, Jou rnal, 1826 
Athens, Post, 1846 Toronto, Globe 1844 
Cleveland, Journal, 1846 Toronto, Christian Guardian, 1829 
Franklin, Review-Appeal, 1813 
Jackson, Blade, 1842 PROVINCE OF QUEBEC, 
—— Whig, 1842 Montreal, Gazette, 1778 
noxvilie, Pribune, 3 1510 Montreal, Herald, 1808 
Memphis, Commercial-Appeal, 1849 Montreal. La Minerve 1826 
Nashville, Christian Advocate, 1837. Montreal, Witness : 1845 
Nashville, Cumberland Presbyterian, 8842 Oushec. Men ory. 1805 
, »/ Y, 
TEXAS. Roc k Island, Journal, 1545 
Galveston, News, 1842 Sherbrooke, Gazette, 1833 
Tyler, Democrat Reporter, 1842 NEWFOUNDLAND. 
846 . 
Victoria, Advocate. *°4° St. John’s, Royal Gazette, 1807 
VERMONT 
Bennington, Banner, ‘4° ~—s- Thirty-six newspapers are men- 
Brattleboro, Phoenix, 1834 .. . hz | blist 
Burlington, Free Press, 1828 tioned above as having been published 
Middlebury, Register, 836 continuously for one hundred years or 
Montpelier, Argus and Patriot, 1821 more. These are again catalogued 
Montpelier, Vermont Watchman, 1806 I vie ae 1 re ithe 
Rutland, Herald, 1794 »elow in the order of seniority : 
St. Albans, Messenger, 1537 1745, Annapolis, .a Gazette, 
Windsor, ournal, 1753 14756, Portsmouth, N. H., Gazette. 
Woodstock, Spirit of the Age, 1549 1758, Newport, R. ty Mercury. 
— 1764, Hartford, Conn., Courant. 
‘ VIRGINIA e 1766, New Haven, Conn., Herald &Journ’l, 
Alexandria, Gazette, 1800 1768, Salem, Mass., Mercury & Ga- 
Danvilie, Register, 1845 zette, 
Harrisonburg, Rockingham Register, 1522 1770, Worcester, Mass., Spy. 


Leesburg, Washingtonian, 
Lexington, Gazette, 





American, 
Gazette, 


1773, Baltimore, Md., 
1778, Montreal, P. Q., 





New Market, Shenandoah Valley, 1783, Windsor, Vt., Recast 
Richmond, Christian Advocate, 1784, Wilmington, Del., Gesette 
Richmond, Religious Herald, 1827 128," Philadelphia. Pa. North A x 
Richmond, So. Churchman, — cate Amest 
Richmond, So, Planter, 1840 1785, Augusta, Ga., Chronicle. 
Staunton, Spe. tator, 8023 178s, Portland, Me., Advertiser, 
Staunton, Vindicat or, — 1785, Hudson, N. Y., Gazette. 
Tazewell, Clinch Valley News, 1845 4586, Northampton, Mass,, Hampshire Ga- 
Woodstock, Shenandoah Herald, 1817 sette. 

WEST VIRGINIA. 1786, Pittsburg, Pa., Commercial Ga- 
“€ . zette, 
Charlestown, Spirit of Jefferson, 1844 | 89, Pittsfield, Mass., Rasika. 
Charlestown, Va. Free Press r811 *7°9 , : 

R pee I t lice “ » 1830 179% Bridgeport, Conn., Farmer. 

OEY 5 Sa, “3° 1990, Chambersburg, Pa., Franklin Reposi- 

WISCONSIN. tory. 
: 791, Troy, N. Y. Northern B u d- 
Green Bay, Advocate, 1846 "79% y, ’ 
anesville, Gazette, 1845 — . , Bet. A 
= Telegraph-Courier, 1840 1792s Greenfield, Mass., Gesete & Cour- 
ancaster, Herald 1843 a“. 
Medison, Journal,” 185 » 1792, New ing ay k, N. J., Times. 
Milwaukee, Sentinel, 1837 Mg BS sahil N.Y “J+ | cae ma 
) , Volksfre 8 9 skill, } corder, 
Milwaukee, I mame und yen freund, 1844 ay Newburyport _ Herald, 
BRITISH COLUMBIA. 1793, Keene, N. Cheshire Repub- 

Victoria, Colonist, 182 lican, 

a ; aati , 1793, Portsmouth, N. H., Journal. 

NEW BRUNSWICK. 1793, Utica, N.Y, jerald & Ga 
Fredericton, Reporter, 1844 - zette. 
Woodstock, Carleton Sentinel, 1837 1793, Cincinnati, O., Gazette. 

1794, Lancaster ‘Pa, ts Intelligencer. 
NOVA SCOTIA, 1794, Rutland, Vt., Herald. 
Halifax, Arcadian Recorder, 1813 1795, New York, N. ) Shipping & Com- 
Halifax, Chronicle, 1820 mercial! List 
New Glasgow, Eastern Chronicle, 1843 1796, Norwich, Conn., Courier, 
Yarmouth, Herald, 1833 1796, Newark, N. J., Sentinel of Free- 
Sa i dom. 

ON TARIO. 1796, Newburgh, N. Y., Register. 
Belleville, Intelligencer, 1833 *. ‘ 7 F 
Belleville, Chronicle, 1833 The editor of PRINTERS’ INK will 
warned —— "822 be glad to receive corrections in the 

rockville ecorder, 1520 ve Ihe ; = 
Coburg, Sentinel-Star, 1828 above lists from any publisher or read. 
Kingston, British Whig, 1834 er who detects an error therein. 
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IF THEY ARE NOT NEWSPAPERS, WHAT 
ARE THEY ? 
New York, Nov. 16, 
Editor of Printers’ Ink: 

The Randerys Printing Company, of 
Grand Rapids, Mich., print four 4-page news- 
papers, fac-similes of each other in every 
particular exceptingthename. They are the 
Ada, Mich., Su#, Byron Centre, Mich., Globe 
Hudsonville, Mich., News and Sand Lake, 


1895 





Mich., Star. These four publicatic are 
all entered in the Grand Rapids, Mi h.. post- 
office as second-class matter As these pa 
pers are printed in Grand Rapids they could 
not be entered in the local towns for which 
they are intended. 

It has been a rule of the American News- 
paper Directory to enter no publicati 
with rare exceptions, to which sec 
postal privileges are not act yrded, 





exceptions include papers recently est: 
lished, to which it is evident the se 
rate will be given in a short time 
Michigan papers cannot be entered in Grand 
Rapids, because they are neither dated there 
nor circulate there. They cannot be entered 
in the local towns for which they 
because they are neither printed nor entered 


nd-class 
“waned 


are issue¢ d 











in the post office there as second-class mat 
ter. The question comes up w hat shall be 
done with them, and how shall they be 
described, if at all, in the American ws 
yaper Directory? Are such publications to 
G left out altogether? Perhaps the editor 
of Printers’ Ink or some of its readers can 
give advice in the matter. 

A similar combination of re] us papers 
is published in Philadelphia, t dated in 


or edi- 
t been 


different towns from which orders f 
tions have been received ; these have n 
entered in the American apo ot Direct- 
ory, owing to the objection stated above and 
also owing to the fact that they ap per ar to be 
issued more for advertising the Pe articular 
parishes they are intended for, and have not 
a paid circulation list 

More than one similar case has come to my 
notice in the performance of my work and it 
is not unlikely that such publications con- 
stitute a considerable part of the papers a re- 
cent Boston correspondent of Printers’ Ink 
failed to find in the American Newspaper 
Directory for 1895. I am, 

A REVISER OF THE AMERICAN 
DrrecTrory 


NEWSPAPER 


or - 
POSSIBLY. 
PuHILapDevpnia, Pa., Nov. 
Editor of Printers’ Ink: 

Don’t you think that many of those who 
called for the high- -“C periodicals at the 
top of the list, entitled, ‘“‘ The Most Popular 
Periodicals,”’ (Printers’ Inx, October 30, 
page 22) would have already bought some of 
the low-priced ones, and, therefore, would 
not desire to see them in the library 


tr, 1895 


> 


Avsert A, Norris. 
SHOES. 
Burra.o, N. Y., Nov. 12, 1895. 
Editor of Printers’ Ink: 


A shoe dealer announces that he will sup- 
free of expense, shoes for every one- 
dle man or woman in town. He probably 
expects that his generosity will find sympathy 
in the hearts of “the masses, and that he will 
receive their patronage as a reward for his 
charitable offer. ‘inG Line. 


PRINTERS' 


INK, 
BUFFALO BRILLIANTS. 
Editor of PRINTERS 


Grant, the printer, 
and has locals in the 


INK: 
is a hustler for business, 
papers daily ; his favor 








ite ne reads: Quick Printing Cheap; 
When ina i Call.”” He has lately 
begun usi a job ticket with a flaring red 
line along the side that says: ** A Deposit, 
Please, on This Job,’ and he claims that if 


he had adopted this idea a few years ago he 
would now have money t urn instead of a 
cart load of uncalled-for stuff. 





has fitted upa little com 
and placed therein a 


A firm in this city 
partment in their store, 
telephone for the their patr 
charging a rate of only 3 cents for a message, 
while the re gular price at l 
changes is 1 t rheir 
long distance wire, and 
distant as Chicago or B 


use of ns, 








connected w th the 


Sax ston 





parties a 








may be called up 

A ci I to the wayfarer ht ung 
out a | i ivalves in Any Style, 
and, on going ther day for some on 
the } alf-shell ‘ L met two rustics endeavoring 
to make the sign out, and I was nonplused 
when one said: ‘* Come on, let’s look a little 
farther; I'd like some oysters for my din- 
ner.”’ 

Many of the principal stores on our main 
streets have lately placed in their show win- 
dows | r the entrances, neat little 
saying ‘Visitors Welcome.’ In Buff 
thi ably more ess« nti: al than in ther 





plac es, as this city is visited by 


daily, going to and fro fr 


many sight 
seers m Niagara 
Falls 

In a larg lothier’s window is a scout of 
the plains i in buckskins, known as “ Eagle 
Eye,”’ and he all day on a pedestal and 
playfully toys with a pair of rattlesnakes, 

One of our extensive dry goods establish- 
wishing to make an unusual impression 
cir winter robes and blankets,borrowed 
tifully built phaeton and a life size 
disp jlay horse, ticketing them with placards 
for the benefit of the loaners. They “ hitched 
them up”’ in yne of their large show windows 
with lap robes and blanke« ts piled to profusion 
and a pretty pattern of a A covering the 


sits 


ments, 
with th 





horse and a big fur robe in the t uggy. 
During the recent meeting of the Union 
Veteran League, in this city, one man got 


a neat card with a picture of the soldiers’ 
Yr ument on, and to impress his business 
on ‘thes aime he cance things alittle and 
underneath the picture * Barne’s 





printed : 


Monument near the Soldiers’ Restaurant.’ 
This little sally took, for his eating house 
was crowded to the doors during the en- 


MARGIE 


campment, 30WMAN 
— ee 
A DEMAND SO MODEST THAT COM- 
PLIANCE SEEMED OBLIGATORY. 
MINNEAPOLIS, Minn., Nov. 14, 
if PRINT INK: 

You advertise in your publication that 
any one advert ising in same to the amount 
of $10 is entitled to one year’s subscription 
I am using $40 of space and wish you to 
credit me with four years’ subsc ription, and 
as you send it to advertisers to prove inser- 
tion of ad, it will make five years in all, pay- 


1895 


ERS’ 


Editor 





ing me to Jan. 1st, 1899. I have your bill 
fc + one year, from Nov. 6, 1895, to Nov. 6 
1896—$200. My ad runs to Jan. rst, 1896, 
then add four years to that. 

C. TowNsENp. 


-—, 
Square dealing coins round dollars, 

















PRINTERS’ 


AN INJUDICIOUS PUBLISHER. 


Cu AGO, Nov. 16, 1595. 


Editor of Printers’ Ink: 

Inclosed you will find copy of a letter sent 
by the Chicago Chronicle general adver 
tisers H. W. Seymour, Pu sblisher 

Office of 
Tue Cuicaco “ CHRONICLE.” 
164-166 Washington Street. 
Cuicaco, November 12, 1895 

GENTLEMEN—The Chicago Chronicle begs 
leave to make the announcement that after 
this date it will receive no advertisements 
from the firm of Lord & Thomas, advertis 


ing agents of Chicago. 


The Chronicle will appreciate very highly 





any patronage with whi you may favor it, 
either directly or through any agency that it 
saceehaiaias Yours truly, 

H. W. Seymour, Publi r 





A new Chicago newspaper is send- 
ing out the communications. 
Such action on the part of a publisher 
may cause temporary embarrassment 
or annoyance to any advertising agency, 


above 


but the outcome is always to the dis- 
advantage of the newspaper. When 
Mr. Seymour is older he will learn 
that it is the wiser course to 
cleanse his soiled linen in the privacy 


of his own Chinese laundry instead of 
using the columns of his newspaper 
for that but uninteresting 
performance. 


necessary 


IN TORONTO. 


Toronto, Can., Nov. 11, 1895. 
Editor of Printers’ INK 
A down-town shoe house displays the fol 
lowing notice 
ADVANCE BUT A FOOT 
AND-— 
WE WILL FIT YOU. 
It catches the eye, and its appositeness 


ur memory 
fargain days are an 
town. Lately a west end dry good 
lishment advertised a bargain day for ** Men 
Only,” and a local coal company rigi 
nated a bargain week in its line of business 
Ss. J. D. € 


fixes it in y j 
j this 
t 


institution in 
j 


s estab- 


} 
has 


— eer 
LUMBER 
Granp Rapips, Mich., Nov. 16, 
Editor of Printers’ Ink: 
Have you any explanation for the fact that 
very little attention is P aid to advertising the 


1595 


retail lumber business by dealers? 

In Grand Rapids we have broken away 
from precedent, and use the street « ars with 
good results. Plenty of bright paint on 
signs on every wagon | ad, and occasionally 
a display in one or two of the dailies, show 


people our business, but we are alone in do- 
ing this. 

It seems to me that there is a great chance 
for lumbermen to make even the plainest 
kind of a pine board attractive if they use 
the right words to do so ; and thi 1 there is no 
reason why lumber does not need advertising 
as much as soap. ucius Torrey, 





INK. 
WINDOWS, ETC., AT THE HUB. 
Boston, Oct. 
Editor of Printers’ Ink 
On October 17th the Boston police force 
paraded, 700 strong, with bands, patrol wag- 
ons and ambulances. McDonald, confec 


tioner and restaurateur, had a bit of sugar 
“sculpture” in his window that day dedi 


31 


23, 1895. 


cated to “‘ the finest.”’ It was a police officer 
holding a small boy by the arm. The base 
of the group was a barred window with a 
prisoner looking out. It was all of ** pure 
sugar "’ and colored to nature 


Twombly, one of the Tremont street group 














of florists, has a little pagoda, of white and 
glass, in which he shows choice cut blooms 
t is almost in the middle of the sidewalk 
and can be seen a block away. 
ear by hi aker, the confectioner, has 
a candy-pt itomaton in his window 
At least he worked as mechanically as one 
Just below there is a girl in a window shoot 
ing with a target pist thr ine rubber 
tipped arrows that stick on the target. She 
has been at it these three weeks and can’t hit 
the b s-eye yet 
Lewando, dyer, of Temple Place, has a 
stuffed cat hanging out some little chickens 
on the line after w ash ng them rhe cat is 


pinning them on by their wings. He also has 











a large wheel, of every shade of color in 
vogue, constantly whirling around An 
ele ight projecting from the center a 
centuates the effect, until little children cry 
for itt ar home 

Dr y has had his noted elk team 
in town the past week. The elk are a great 
attraction to the women, who wish to pet and 
pat them 

south oy druggist is trying to sell a 

window full of soap. He has two signs more 
noticeable on an the rest in his window. One 
is: ‘* A shop-worn peach has no value ; a cake 
of soap will linger until called for The 
other: *‘ Rain makes mud, mud makes dirt, 


dirt makes soap— necessary 


Many ‘‘ coupon schemes ”’ that come to my 


notice seem to be designed to lapse before the 
recipient reaps any benefit. The Heaton 
Credit Co. are putting out a coupon that is 


rhey are printed from 
railroad tickets, 
final payment or 


something substantial 
1 plates, similar to 


engraved 
and are 1 for $x at the 





ma 





goods bought of the company. 

The coupons are sent out, inclosed in a 
little klet, and itis not necessary to do any 
thing except kee p this coupon and “ spring it 
on them ” at the last end of your transaction 
They accept the coupon for a dollar, and 
patrons know that a dollar has not been add 
ed the original price. The customer wh« 
takes advantage of the coupon offer must be 
a new customer of the firm, and new custom 
ers are cheap at a dollar apiece 

. L. Smrrn. 
+--+ 
ORIGINALITY IN TROY. 
Editor of Pr ERS’ INK 


arrival of hats has been placed in 
the window of a Troy advertiser, together 
with a barrel of new, crisp one-dollar bills. 
In explanation a placard reads 


A new 


ALL THESE BILLS ARE YOURS 
IF WE DO NOT SELI 
| THE BEST $3 HAT IN TROY. 





Eves Oren 








¥. 
i 
: 
; 
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A CONFERENCE WITH A SUBSCRIBER. 
Axron, Ohio, Nov. 14, 1895. 
Editor of Prixters’ Inx: 

Your circular at hand advising that my 
subscription expires on or before January 
1st, 1896, and I am aware that the same ex- 
pired yesterday. 

Inclosed I hand you my personal check, 
No. 460, on the People’s Savings Bank, of 
Akron, Ohio, for $2.00, in payment of one 
year’s subscription. 

I have noticed for some time that you ad- 
vertise that after December 31st the subscrip- 
tion price will be $5.00 per year, and would 
like to inquire what guarantee there is to 
any one to send you a check for $10.00, to 
pay for a five-year subscription, according to 
your offer. It is undoubtedly all 7 for 
you to secure $10.00 for five year’s subscrip- 
tion in advance, but, as a matter of business, 
who will guarantee that you will be printing 
Printers’ Ink five years hence, even though 
your solvency and business methods may be 
unquestionable to-day ? 

It has seemed to me for some time past 
that Printers’ Inx is run in the personal in- 
terest of George P. Rowell & Co. and Chas. 
Austin Bates and a few ad writers in gen- 
eral, and everything points to furthering the 
interests of the firm and various individuals, 
and to induce people to do more newspaper 
advertising and pay out their money for pro- 
fessional ad writers. . B. Ringwarr. 

The information contained in this 
letter surprises us. We had an im- 
pression that Charles Austin Bates’ 
contributions were about the most 
valuable things in PRINTERS’ INK. 
He is paid for his work. Does 
our subscriber think it would be 
better to discharge him? When speak- 
ing of PRINTERS’ INK as being run in 
the interest of Geo. P. Rowell & Co., 
we wonder whether Mr. Rinehart 
knows of any interest that that firm 
has except to make PRINTERS’ INK just 
as good a paper as it is possible to 
make it? He is, of course, aware that 
the Geo. P. Rowell Advertising Co. is 
an entirely different concern, and has 
doubtless observed that that corpora- 
tion is rarely referred to in the columns 
of PRINTERS’ INK. 

PRINTERS’ INK is a “‘ journal for ad- 
vertisers,” and claims to have invented 
and created the ‘‘ad-smith’’ and 
‘*ad-writer.’’ This being so, is it not 
natural that the paper should pay a 
good deal of attention to a subject that 
has so many and such appreciative 
students, all of whom look up with so 
much reverence to the ‘‘ Little School- 
master,” and so hungrily absorb his 
teachings? The point that the teach- 
ings of the paper are all in the direc- 
tion of inducing people to do more ad- 
vertising is well taken. That is what 
the paper is for. The man who does 
more good advertising is a public 
benefactor, and is taking the best pos- 


sible means of securing an ample com- 
petence for his declining years, and a 
place for his children among the 
**400” of society. PRINTERS’ INK 
was, indeed, glad to get the $2 sub- 
scription. Nothing in the entire letter 
was observed with such feelings of 
pleasurable satisfaction.—Zd. P. I. 
—__+o+—_—_—_- 
IN WHICH OFFICE WILL THE LIAR BI 
DISCOVERED? 
Editorial Rooms. } 
“ THe NATIONAL PROVISIONER,’ 
The Organ of the Provision and Meat In- 
dustries of the United States 
Published Every Saturday. Annual 
Subscription, $3. Chicago, New 
York, St. Louis, Kansas City, Bos- 
ton, Philadelphia. By The Na-} 
tional Provisioner P. ublishing Co. 
Robert Ganz & Co. Proprietors. 
General Offices: Pe arl St., corner 
of Beekman. Western Offices: 
617-618 Manhattan Building, Dear- 
born St., Chicago. 
New York, Nov. 11, 1895. J 
Editor of Printers’ Inx: 

An incidental glance at the last edition of 
the American Newspaper Directory reveals 
the startling announcement, on page 1244, 
that the Kansas City Packer is credited wit 
a circulation of 18,212, and that the Butchers’ 
and Packers’ Magazine, of St. Louis, is cred- 
ited with 36,082. Such statements make the 
book ridiculous. Both of these papers are 
house organs, and neither of them have any- 
way near the circulation that they are cred- 
ited with. Yours very truly, 

Tue Nat’ Provisioner Pus. Co. 

The attention of the editor of the 
Directory being called to the above 
communication, he responded that both 
the publications, which are said to be 
house organs, are carried in the United 
States mails as second-class matter, 
and must, therefore, be legitimate 
periodicals. As to the assertion that 
these papers do not have the circula- 
tion claimed, the editor said that he 
would pay the National Provisioner 
Publishing Company $100 in each case 
if he would make good his charge, and 
that if they failed to do this after issu- 
ing such an assertion, it would look as 
though they were willing to injure 
rivals by telling lies about them. 

s sti 
IN QUEENSLAND. 
Anvil Stores, Mackay, Sota.) 
Australia « ctobe. 2, 1895. 
Editor of Printers’ Ink: 

Herewith please find Post-Office order for 
two pounds two shillings (£2-2-0) which is as 
near as I can come to ten dollars. For this 
please send me Printers’ Ink for five years 
after expiration of my subscription in Ma rch 
next, in terms of late advertisement in Print- 
ers’ INK 

I value Printers’ Ink very highly as an 
advertising and business, in some of its 
phases, educator. Yours truly, 

Daniel SHEPHERD. 




















PRINTERS’ 


NOTES. 


A C.evetanp (O.) cigar dealer advertises : 
“Nickels Extracted Without Pain.” 

Horace Greevey Perry edits the Saint 
Peter, Minn., ares, U. S. Grant Cure 
edits the Pine Hill, N. Y., Sentine/. 

A Cnicaco cigar dealer humorously re- 
marks that he will sell only one of his one- 
cent cigars to customers, as they will never 
want another. 

Tue Boston 7ranscrift says that a busi- 
ness man, who is a large advertiser, received 
a letter not long ago from the manager of a 
religious weekly, soliciting advertising on 
the ground that the weekly had not only a 
large circulation, ‘but a very credulous class 
of readers.” 

As you pass a Poughkeepsie shoe store 
window you may see the legend: 
“CERTAINLY WE DO REPAIRING,” 
which almost makes the passer-by think that 
he has asked the question which the answer 
fits. There’s a note of geniality about it 
that attracts. 

At a recent gathering of physicians in 
Galesburg, Ill., it was decided that a com- 
mittee should be appointed to wait on the 
different publishers of the city for the pur- 
pose of seeing if some arrangements could 
not be made whereby the local physicians 
might insert their business cards in the 
papers, providing the publishers should agree 
to refuse the advertising of the traveling 
physicians.—_Newspaperdom. 

A Question of importance has arisen in the 
Treasury Department under section 6 of the 
tariff act 1894, which provides that no article 
of imported merchandise which shall copy or 
simulate the name or trade-mark of any do- 
mestic manufacture shall be admitted to 

ntry at any custom house of the United 
States. In order to aid customs officers a 
domestic manufacturer may have his name, 
trade-mark, etc., recorded in the Treasury 
Department. Some weeks ago the “ Ilgen 
Watch Company ”’ filed its trade-mark under 
the provisions of this section, and three days 
later the “ Elgin Watch Company ”’ filed a 
protest against allowing the first-named com- 
pany to register its trade-mark, on the ground 
that the trade-mark, “ Ilgen Watch Com- 

any,” is a simulation of that of the “ Elgin 

yatch Company,” and therefore is contrary 
to law. No action has yet been taken on the 
subject, but it seems probable that the matter 
will be sent to the court for determination.— 
Commercial Union. 


DON’T TRIM POSTAL CARDS. 

It is ruled by the postal authorities that 
any reduction of the size of a postal card by 
clipping, rounding off the corners, or other- 
wise, will subject the receiver of the card to 
a charge of one cent on delivery. This 
makes the cost of a postal card equivalent to 
letter postage. Many persons inclose postal 
cards to correspondents in envelopes too 
small, and imagine that a little clipping will 
not make any difference. Others round off 
the corners for ornamental purposes or con- 
venience in handling.—Rural Mechanic. 

+ 


IT IS THE SAME WITH MOSQUITOES. 


It may be and probably is an accepted fact 
that if the necessity for the special agent did 
not exist neither would he. 


H. D. La Costs. 


INK. 


ADVERTISING A NEWSPAPER. 


There are two distinct ways in which a 
newspaper should be advertised—one to gain 
subscribers, the other to gain advertisers, 
Both are widely opposite, one from the 
other, and the way that reaches subscribers 
will never influence advertisers. 

The best way to gain subscribers is to offer 
them their money’s worth and convince them 
that they get it. The latest news put in the 
most attractive manner, condensed or elabo- 
rated according to the interest of the item; 
trenchant editorials, live articles, sensible 
leaders on popular subjects ; enterprise, good 
management, liberality in the way of good 
literature, such as stories, etc., all these tend 
to make a newspaper of themselves. It is 
inevitable that they should do so, because 
these things are what the people need all the 
time. 

If you have faith in your paper, push it, 
and make the people know it and have faith 
init. They w#é/if it isa good one. They 
won't if it isn’t. If you really have a good 
paper, too many people cannot know it. If 
you haven’t, very few will want to know it. 

The best way to gain advertisers is to offer 
them their money's worth and convince them 
that they will get it. And here the very ap- 
pearance of your paper will help you out— 
provided, of course, that you have a good 
one. Your paper will talk to an advertiser 
better than you can—for or against you—as 
the case may be. Live advertisers i a 
good medium at sight—by the above indica- 
tions. Talking big circulation for a miser- 
able looking, poverty-stricken sheet is wast- 
ing your breath. 

‘irst make your circulation; then adver- 
tise it to get advertising. If you want gen- 
eral advertisers, the pages of Printers’ Ink 
reach all that are worth reaching. If you 
want only local advertising, hustle around 
among the merchants and tell them some 
truths about your paper—no lies. 

My theory is that much newspaper adver- 
tising is begun at the wrong end. Too much 
fuss is made about getting ads before any 
stable circulation has been secured. Any 
such attempt at once shows that the paper 
has no stability. Joun CHESTER. 
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DisHonesty in advertising means transient 
profit, with great probability of failure sooner 
or later.—N. C. Fowler, Jr. 


‘ > . 
Classified Advertisements. 
Advertisements under this head, twolines or mor 
without display, 25 cents a line be 
handed in one week in advance 
WANTS. 

TS YANK, Boston, Mass., 100,000 monthly 

wants ads. 





A DYERTEERS solicitors to send advertise- 
“\ ments to EVENING JOURNAL, Flushing, N. Y. 


WISCONSIN AGRICULTURIST, Racine, Wis. 
Advertisements at 20 cents a line for 25,000 
circulation, guaranteed. 
7 ILL give interest in established Sunday pa- 
r to man of ability for nominal sum. 
*CHANCE,” Printers’ Ink. 
WANT to know ofa newspa 
within 100 miles of Philadelphia. 
1101 Betz Building, Philadelphia. 
SINGLE col. halftone, a Line portraits, 
£ i York first class. nd for catalogue 
to BUCHER ENGKAVING CO., Columbus, O. 
Rtas. industry, experience, sobriety. I want 
inside advertising work where the above 
“X,” care of Print- 


or for sale 
ASCHALL, 


qualifications are essential. 
ers’ Ink. 
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AE ISING agent wanted to solicit ads for 
uebec TELEGRAPH, Carnival number, in 

Boston and New York. TELEGRAPH, 

Quebec, Canada. 

\ ’ANTED—Proof sheets of cuts suitable for 


use in advertising. Any business. State 
THEO. E. PAYNE, 2519 Master 





‘address 


lowest cash prices. 
St., Philadelphia. 
Wy ANTSD. A live, hustling, young man 29, 

twelve years’ experience in newspaper busi- 
ness; expert at advertising and circulation, de- 
sires business or advertising manager. “ CHI- 
CAGO,” Printers’ Ink. 


\ ’ ANTED—Sample copies (and lowest advertis- 

ing rates) of grocery or dry goods journals 
circulating weekly among country or general 
stores. State circulation and particulars. THEO. 
E. PAYNE, 2519 Master St., Philadelphia. 


| OLIDAY illustrations for newspapers and ad- 
vertisers. Pages, borders, friezes, headings, 
cartoons — advertising cuts. Largest lineever 


HARPER ILLUS 


issued. for proofs. 
Columbus, Ohio. 


nd 
TRATING S SY NDICATE, 
A SUNDAY paper, issuing a handsomely iilus- 
trated six-column cover supplement, would 
like to co-operate with five or six similar papers 
desiring the same feature and thus divide costs. 
Write PER LEE PRINTING CO., Franktinville, 
New York. 
DVERTISING CANVASSER WANTED—If one 
of the spry bustness-getters, attached to 
some New York advertising agency, wants to try 
the Brooklyn field for us, we will give him a 
ear’s engagement on salary and commission. 
)ESMOND DUNNE CO., Eagle Bldg, Brooklyn. 


.% TO PUBLISHERS OF PAPERS 
and magazines: Don’t you think the money 

expended in an artistic and handsome heading 
toyour publication would be more than made up 
by its increased attractiveness thereby to sub 
scribers and advertisers! Sketch of design sub- 
mitted on approval—no charge if not accepted. 
Give exact size and wording. W. MOSELEY, 36 
Hill St., Elgin, 111. 


—e - 
NEWSPAPER INSURANCE. 
‘V, HE YANK, Boston, Mass., wards off business 
death. 100,000 monthly. 


+ 
PRINTED ENVELOPES. 
PRINTED ENVEL‘ “set =e 75e. per M. Good qual- 
ity, size 6% ; lots 75c. per 1,000. Get 
samples. RUBEL’ BROS.. $46 Wabash Ave., Chi- 
cago ; telephone Ai 146. 
PAPER, 
M PLUMMER & CO. furnish the paper for 
4 e this magazine. We invite correspond- 
ence with reliable houses regarding paper of all 
kinds, 45 Beekman St., New York 
— oe 
PRESSWORK. 
F you have a Jong run of presswork it will 
may you to consult us. _ Large st press-room 
in the city. Best of wor Most reasons 
prices. FERRIS BROS., 324 $30 Pearl S Y 





MAILING MACHI NES 
,. 00 (stamps or m. 0.) Pelham Mailing Sys- 
~ tem and Mailer, postp’d. Prac’! ; 1,000 


hour; saves 2-3 time writing; no type lists ; unique 
address label. C. P. ADAMS & BRO., epee, Kan. 








oo 
SPECIAL WRITING. 
é >. COPY ” makes money. It pleases read- 
that have ideas. It ~~ cire’n and 
ads. Politics to suit. Terms way down. Write 
for booklet, etc. G.T. HAMMOND Newport, R. I. 
— 


CIRCULARS MAILED. 


\ ONEY SAVED—For $4 per thousand I will 
; mail your advertising matter, with my own, 
direct toa fresh list of mothers of recently born 
infants and heads of families. List guaranteed 
to be accurate and authentic. EL IZABETH DAI 
LEY. “Reform Baby Patterns,” 9 Fifth Ave., 
New York City. 


TERS’ 


INK. 
PREMIUMS 


QO” R low-priced sewing mach’s make a ndid 
mera: ie ECONOMY, 154 Lake St., Chicago. 


te 
ELECTROTY PES. 
\ ’E make the best interchangeable plate and 
base on the market. Also the lightest all 
metal back electro. THE E. B. SHELDON CO., 
New Haven, Conn, 


++ —___ 
MERCANTILE LAW, 
THOMAS, Omaha, Ne braska, 


C\4V4aNAGH «& 

lawyers and er Collections of job 
bers handled anywhere in lowa or Nebraska 
with success; 2,000 of the leading Fastern job 
bers examine our reports every week Are rec 
ommended by all credit men as the best system 


of we ate hing their trade. Write us. Keference, 
W. & J. Sloane, New York City. 
— 
TO LET. 


R EVIEW, Mt. Pleasant, lowa. 
\ 
have 10 Spruce S8t., two con 


TE 
\\ necting offices, one large and one small 
They are up only one flight of stairs and are well 
lighted and the pleasantest offices in the build 


for rent, at 


ing. Size of large room about 20x24; smaller, 
10x15. If wanting such offices, please call and 
talk about price, etc. Will be fitted up to suit 


P. ROWELL & CO 
+o 
BOOKS. 


Address GEO 


Send stamp for 


( LD books bought and sold 
312 North 


list. Address A. J. CRAWFORD 

7th St., St. Mo 
it ANGER SIGNALS, a manual! of practical hints 
for advertisers. Price, by mail, 50 
cents INK, 10 Spruce St., 
vew Yor 


Louis, 


genera! 


Address PKINTERS’ 
rk. 


Jor Printers’ List of Prices and Estimate 
e Guide. Contains actual tigures for every 
kind of work, with instructions on NS 
price, $1. H.G. BISHOP, 143 Bleecker St., 


PRINTERS. 





"AN BIBBER'S « 
Printers’ Rollers 

‘HE LOTUS PRESS, Artistic Printers, 140 W 
23d St., New York. 

MILLION white 6x9 circulars, $175. Writ 
JESSE E. WHITING, Montrose, Pa 

)*) BUYS 100,000 white 6x9 circulars. Writs 


. 
$22 ELECTRIC PRESS, Madison, Wis 


Bd 000 7-LB. packet note heads, xxx 64% H. C 
white envelopes, —— mts, busines 
conta or bill heads (4s or 6s), $1. 





» lots, $6.2 





cash with order. Samples. 78 SS fe E. WHIT 
ING, Montrose, Pa. 
BILL-HEADS for #1.45. We have ir 


| 000 stock a large quantity of first-class 

No. 6 bill-heads, ‘es to close only $1.45 per 

1,000, =a they last. 5,000 lots 15 cents per 1,00 
WoobM ANSEE, Rockville, rd l. 


less. 


NOVELTIES 
Enamel Lapel Buttons of 


ADVERTISING 
)USH Tom Reed ! 


the coming President. Write for prices 
Special designs made up. E. L. SMITH, Codma 
Building, Boston, Mass 
pans Pencil pads for memorandums — any 
size to order—7c. Ib. Embossed catalogue 
& spec sav Send forone. GRIFFITH, AXTELI 
& CADY )., Holyoke, Mass 


ee: the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advert 4 lines will be in 
serted under this head once he one dollar 


T= BELLS” and “THE HOLIDAYS” 
Our two fine Christmas specialties for 
advertising men, printers, merchants and pri 
jectors of church and oer fairs, will be splen 
for souepee and 








did this season. Send price 
lists. CONTINENTAL PRINTIN )., Success 
ors to J. A. & R. A. Reid, Publishers, Provi 
dence, R. I. 




















PRESS CLIPPINGS 
QOUTHERN CLIPPING BUREAU, Atlanta, Ga. 
— Press clippings for trade journals and adv’rs. 


AND DISTRIBUTING. 


matter, 


BILLPOSTING 


» a INTZ, og efbutes of advertising 
k 








e 730 9th Washington, D 
as matter distributed. Square 
d aling. SOUTHERN ADVERTISING DIS 
TRIBU TING BUREAU, 408 Carondelet St., New 
Orleans. 
bart: aR S distributed Geena Delaware 
at per Ehonsnae’ gns tacked in con- 





DELAWARE 


spicuous sf aces at $6 per thousand 
DISTB ie ING B REAU, 609 French 5St., Wil- 
mington, Del 
“> 
FOR SALE. 


er tite advertisement, #1. WISCONSIN AGRI- 
2 CULTURIST, Racine, Wis 

3 | BUYS 4 lines 0,000 copies proven 
Ss WOMAN’S WORK, Athens, Ga 





ee N her Post-INTELLIGENCER Seattle 
of the four great papers of the 
Harper's Weekly 


a 
Coast ” 
4 complete plant for daily news 
ob office, very cheap Address 
THE NILES NEWS ¢ O., Niles Ohio 
Fo® Oldest daily newspaper in good 
city 000; seven hours from Chicago 
Or will trade for good, improved, unincumbered 


YOR SALE 
paper and 





land. Address F. B. CONSTANT, Peoria, Ill 

-7 > CASH will buy a country newspaper 
S] (.) plant. Established 5 years; 12 miles 
from New ork For particulars address 
JAS. ALLEN Passaic Ave., Passaic, N 






one-fourth inter 


"ASH, will buy a 
S81 D00 ' est in an established daily and 
weekly newspaper in a growing Ohio city of 


Address, “'T. N.,”’ 25 Meade St., 
care A. Waler 
- 
SUPPLIES. 
VAN BIBBER’S 
Printers’ Rollers 


7 THO tor aebing 
4 St., New York 
-< 7-LB, letter heads, 54 x9 
5.000 WILCOX, the Printer 

TEWSPAPER 
4 Write A. G. ELI IT &CO., 


TANDARD Type Foundry 
S type original borders 200 ( 


so 


ls ; copper annodes ; 


30,000 people 
Zanesville, O., 


BRUCE & COOK, 190 Water 
for #6 check. 
Milford, N. Y 
Rolls or shee rst omg A 

I¢ ‘Philadelphia, Va 
printing outfits, 
lark St., Chicago. 
linotype and electrotype met 
zinc plates for etching. 


MERCHANT & CO., Inec., 517 Arch St., Philadel 

phia, Pa 

4 PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 


CO., L’t’d, 10 Spruce St., New York. Spec 
to cash buyers 


‘|. HE best in the world 


ial prices 


That is the kind of type 


I make, and I can beat them all on prices 
P. H. BRESNAN, Successor to Walker & Bresnan, 
201 to 2056 William St., New York 
RTISTS’ chalk plates. We make new and re 
4 coat old plates. Low prices. Satisfaction 


guaranteed 


nd for price circular. BYRON 
POPE & CO i 


a 
, World Building, Cleveland, 0 


( ‘HALK engraving plates. Do you use them! 

If yes, write the HIRD MFG. CO. (success- 
ors to Buckeye C halk Plate Co.), Cleveland, O., 
for information which will save you money 


and by a 


Ww E are making from new material, 
new anc superior 


improved process, a 
grade of news ink that we sell at the universal 
3% cents per pound in barre its, and at 
¢ cents pe r pound in kegs o.b Frankiin Pa., 
or New York Cit Trial orders filled at 3'¢ cents 
er pound ; goods returnable if not fo und suita 
Bie and we don’t require cash or check with or 
der, as we have faith in the pose sty of American 
publishers LIPSE PRINTING 
INK MPANY, LIMITED, ee Pa., or 
a Buil ling, New York ( 














ADVERTISING AGENCIES 
yy" ANLEY DAY, New Market, N. J. ADVERTIS 
b ER’S GUIDE, 25c. a year. Sample mailed free. 

A*™! responsible advertising agenc 
antee the circulation of the 
AGRICULTURIST, Wis. 


y will guar 
WISCONSIN 
Racine , to be 25,000, 


t ro ws h to advertise anything anywhere 





at any time, write to the GEO. P. ROWELI 
ADV Et TISING CO., 10 Spruce 8t., New York 
+o 
ILLUSTRATORS AND ILLUSTRATION 


SENIOR & CO 


| ] Wood Engravers, 10 Spruce 
e St., New York 


Service good and prompt. 








| ANDSOME illustrations and initials for mag 

azines, weeklies : F ral printing, 5c 
per inch. Sample pa 2c stamp. AMERI 
CAN ILLUSTR TING’ CO., Newark J 


B' SINESS will pick up if you push it along. 

Put more life in your ads. A little sketch 
will help ; 0 cents for a good one. Write about 
it. R. L. WILLLAMS, 8 L. & T. Bidg., Wash., D.C 


4 CUT IN CUTS—New, low prices on 400 differ. 
4 ent outline cuts made by usand successfully 
used - our dry goods and housefurnishing busi 
s ses and proof sheets on 7“ ation 
MALLEY. NI ELY & CO., New Haver 
\ AKE your own cuts. We havea process by 
4 which you can make your own cuts in a few 
minutes time at less than 5c. percut. You can 
make any kind of a zinc cut, whether an artist or 
not Hundreds of publishers, printers and ad 
vertisers now using it with great success. We 
have permission to refer to the editor of Print 
ERS’ INK. Send stamp for sam and particu 
lars. ZINC PROCESS CUu., Goshen, Inc 
> 
ADVERTISING 


res 





MEDIA 


= YANK, Boston, Mass., 100,000 monthly. 

& HO! TRADE JOURNAL, ¢ hicago, always s¢ 

‘ cures business for advertisers y it 

\ AINE is prosperous! Rockland is one of 

4 Maine’s best towns. Only daily—STaR 

| ETROIT COURIER, the farm and village 
home paper in Michigan, Thirty years old 


Ad rate 4c. line 
|! you advertise 

or particulars 
Park Row, New Yor 
NY person 
t the me 
paper for one 


you will get results. 
A COSTE, 38 


in Ohio 
address H. D. I 
h 





advertising in PRINTERS’ INK 
4 int of $10 is entitled to receive 
the year 
é N her Post INTELLIGENCER Seattle 
of the four great papers of the I’ 
Harper's Weekl 
H ). LA COSTE, 38 Park Row, 
* cial newspaper representative 
vertisers papers that bring results 


has one 
wcifie 
Coast 
New York. Spe 
I offer ad- 


i all America there are only eight semi-month 
lies which have so large a circulation as the 


WISCONSIN AGRICULTURIST, Kacine, V 
RE you advertising in Ohio! We invite your 
attention to the Dayton MORNING TIMES 
circulating 4,500 copies daily ; the EVENING NEws 
9,500 copies each issue,and the WEEKLY TIMES 
News, 4,500 copies; are the repress ntative fam- 
ily newspapers of Dayton, and with their com 
bined circulation of 14,000 copies daily thor 


homes of that section. Dayton 
NEWS and 


oughly reach the 
isa prosperous city of 80,000, and the 
TIMEs are long established journals, and have al 
w i enjoyed to a marked degree the confidence 





and su port of the best people in Dayton. Ad 
dress a1 . LA COSTE, 38 Park Row, New York 
>) RAINS, a weekly journal for advertisers. It 


contains photographic reproduc tions of the 
best retail advertisements to be found in the va 
rious publications of the English-speaking world 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best ty 
pographical display of advertisements. The only 
journal in the world devoted exclusively to re 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges 
display from it Subse ee eed a 
Sample copy of BRAIN 

1application. B RAINS P BL ISHING 
72, New York 











tions for 








TS 


= apes aoe 


MISCELLANEOUS. 
66 [¥ ber Post-Inreiiicexcer Seattle has one 
of the four great papers of the Pacific 
Coast.””"—Harper’s Veekly. 
Wao re appv Pk amr Dates, TS 
On! — ut paper prin 
in Wisconsin, lished 1877. 


ADDRESSES AND ADDRESSING. 


I ETTERS for sale or rent. Cash id for all 
4 —~ of fresh letters. Write for lists and 
prices. H.C. RUPE, So South Bend, Ind. 


(ARDS wregpers sand cavdagen addressed t 
leadh verti on, © Pi 1,000. Will X for 
me TOWNSEND, 408 EF. 22d, Minneapolis, Minn. 
8,000 ADDRESSES, all voters in Hardin 
’ County, one ‘of the best counties in 
Ohio, for $10. Just compiled. Cash with order, 
or will send c. 0, d. KENTON ADVERTISING 
AGENCY, Kenton, O. 


T= THOUSAND and one & hundred bona 
ide male agents’ and van rs’ addresses, 
classified ow, States throughout the v. 8., for $3. 
men, and opened workers. 
‘Address 5. 8. M. BOWLES, Wa oodfor City, Vt. 
I ARGE list of heads of families for sale, sui 
4 se for oo and circular distributors. 





resh and accurate ; F ST 
7 special ee for lose | lot. ELI 
BETH DAILEY, “Meform Baby Patterns,” 9% 
Fifth Ave., City. 





or — 
ADVERTISEMENT « "ONSTRU ICTORS, 
(CHARLES AUSTIN: BATES, New York. 


ADS, 10 cw One ad, 1 cut, $1.50, 
10 *OcrAve Sciits, 335 Forest ave.,’N. Y. 
ge A my ‘money order for six taki 
Ss ade 3g for dichty ade.“ GEO. W. M ARSTON, 
Portsmou 


4 TRIAL ads, uae ~ ‘They will “make you 
business grow.” ar A. WOOLF LK, 
446 Main 8t., Louisville, K 
T= —_ writer “ot exc a medical and 
advertisin, Advice or sam a free 
ULYSSES G. MANNING South Bend, In 
DVERTISEMENTS atti Fe ettenctively diate ed and 
electrot, NsTON, 
Printers’ Ink “0 Spruce St., New York. 
1: SFTRACTIVE, illustrated retail ads $20. 
e best service of the kind ever offered. 
CHARLES AUSTIN BATES, Vanderbilt Bidg,N.Y. 
C mpemat a work a specialty. Writ- 
rinted. Correspondence Solicited. 
CLIFTON W w apie Writer of Advertising, Niles 





I KNOW ae one case where my ads were instru- 
mental in inc a manufacturer’s busi- 

ness five-fold in two years. JED SCARBORO, 48 

Arbuckle Building. Brooklyn, N.Y. 

1042 terse and telling, 9. Ba: ns but 
guaranteed to please. oney back if oth- 

erwise. Spegeniies ; mechanical devices and we 

insurance. - N. WESTON, 910G St., N. 

Washington, "D. Cc. 

I OW about Christmas! I havea Christmas 
book that will sell pects Rs one mer 


chant in a town can have le for the 
aski W. CHANDLER ‘STEWART. 4114 Elm 
Ave., *hiladel phia. 


| TNTIL December ist I will write &-p book- 

lets for patent medicines at each. Cash 
with order. c% this simply to show strangers 
what sort of selling points I can weave into a 
short story. Tk know - ll + —— caters from 
those who meg gh r fee for 

such booklets RBC RO, 48 


eo ar Bldg, i ge apace, JF ¥ eb 'S 


Tr, made several ae ago, to write a 

V eeSiet for any one who 4 never had any 
work from me, for is sti!l o} I have been 
pretty busy on booklets of t is ‘sort, and the 
price will have to go up pretty soon. I usually 
ve a cut for the cover of the »k. Imust have 


wo or three weeks’ ne to do all orders in an- 
swer tothisad. R.L. CURRAN, P. O. Box 2238, 
New York. 





HE advertisements that I put in type will 
stand out over the a. of others in any 
company. I Sted rang eno more about the 
printing business than the _ A fellow does to 
make it to your advantage to come tome. No 
matter who writes your advertisements, booklets 
or circulars, it will 7 © to tnd * do the 
ais. WM. JO nters’ 
nk Press, 10 Spruce St., New ¥ < 


ngs apes brief, amy ads a i ay subject. 
Medical ads, ci: Jars, book) have the 
prope r liter pow business training. I write 
BE ‘aglish and German, French ditto. a 
full book to order. Cha 
moderate. Work correct. Letter of advice $ 
‘t 


with inquiry. C as J. ZINGG, Farmington, Me. 


WANT yearly contracts s with bright, retail ad- 

vertisers. [will work for only one man in 
each line in each town. First order gets the ex- 
clusive ‘or 52 illustrated ads a year, #72—-$6 
amonth. 52 ads a year, no illustratiuns, $51— 
$4.25 . month. ey ‘al offer to let you see exactly 
what you will get if you give a yearly order—4 
ads and 4 Setretiene nag #3. This offer is to 
only those r had any of my work. 
CHARLES xustiN BATES, Vanderbilt Bldg, N.Y. 


6é W BATEvER is worth printing is worth 
printing well.” If you are going nd 

send outa Pareular, or a booklet, or a catalc 
better send out a good one or give up the i m4 
a pace piece of Bo te is worse than 
ne, because it nm per cent added 
to the cost of printing’ will ‘often make it 100 per 
cent more effective. e know where and how 
to use this ten per cent. At a price a little bit 
higher than other printers charge we can give 
ie work that no other printer can do at any 
‘rite us about it. ‘ LOTUS PRESS, 

W. 23d St., New York Ci 


Ww as me plainly, cabins me how much 7 
can afford to spend for ad writing anc 
lustrating sevice the year, and I will tell you 
exactly what I can ord to give you for t 
much money. Iam areasonable business man. 
I know about what service would be best for 
each man who writes to me. I don’t want him to 
pay me a cent more than he ought I try togive 
im what fits him. I don’t try to sel! him a seal- 
skin overcoat when a linen duster is what he 
ly needs. 4 sample retail ads and 4 attractive 
illustrations, $3—just to introduce you to m 
re service at $6a month. CHARLES AUSTIN 
TES, Vanderbilt Building, New York. 


M AY be you think we are c when we say 
4 that this printery of ours is the best one in 
existence. When —- = tells you that “ Tif- 
fany’ 5” is the best jewelry store in America, or 
that “ Steinway ” makes the best pianos, or that 
Sapolio is the best scouring soap, you don’t think 
it is Shy | unreasonable. Some printer is 
best. It is ee one —_ is most ambitious, the 
most earnest and cai 1—the one who is most 
in love with his wore -the one who has the edu- 
cation, the ability and the plant to do the work 
as he would like to ny it. We have everything 
we ni to make the best e, Why 
shouldn't wi we i. the b best! THE LOTUS PRESs, 
» 23d St., New York City. 


ARRANGED BY STATES. 


Advertisements under this head, two Hip ka or more 

without display, 25 cents a line. With display or 

black-faced type the price is 50 cents a line. Must 
handed in one week in advance. 


ARKANSAS. 
HOLDS ITS PATRONS. 


The Arkansas Gazette 


Published at Little Rock, is one of the well- 
known mediums to which’ the following will 
aptly apply, as most of the prominent newspaper 
advertisers who do business in its territory are 
fixtures in the oeee of that paper : “ Where a 
publication retains the bulk of its advertising 

year after year, tte hold upon its customers 
tpeaks volumes for its value.”—Collector and 
Commercial Lawyer. 
































PRINTERS’ 


CALIFORNIA. 


SOUTHERN CALIFORNIA’S matchless paper, 
\) Los Angeles Times. Circ’n over 16,000 daily: 


S°Fs Lay ee CAL ot gg S matchless paper 
‘ 

















Angeles Times. Cire’n over 14,500 daily. 

THE WAVE, San Francisco, Cai., the 
leading Pacific Coast so 

ciety, literary pene political weekly 1 = ATZ, 


186-187 World Bldg, New 
York, N.Y , sole agent 13, 000 p= 
T= great California fruit-growing district of 
which San Jose is the center is thoroughly 
covered by the Daily San Jose MERCURY. Sample 
copies free. or advertising rates = daily or 
weekly address MERCURY, San Jose, Cal 
Tt E EXAMINER has a larger daily circulation 
than all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Chie: ago, while the weekly 
EXAMINER the highest circulation yet ac 
corded to any paper west of the Missouri.—From 
Printers’ Ink, issue of July 3, 1895. 


ILLINOIS. 


OLIET, population ¢ over 35,000 in township, 6,000 
e homes. DAILY News sworn circulation to 
subscribers 5.148. C ‘an any paper n America beat 
this honestly! Map and sample copy sent on ap- 








plication. a 12 a 
( ‘LAUDE KING’S famous monthly, Sports 

AFIELD. Established ten years ago at Den 
ver ; Chic Is en- 


0 now. 20,000 copies each issue. 

jored regularly by the well to«<lo people of the 
Vest, the Northwest and Pontiac 
Building, Chicago. 


IOWA. 


Ts Dububue (lowa) TELEGRAPH, daily and 
weekly, is a paper that judicious advertisers 
should include in their contracts. They are the 
best papers in Northern and Eastern lowa, Send 
for sample copies and rates of advertising 
pe BUQUE, where the HERALD is published, 
gained % per cent (to 40,653) since 1890. The 
Him has grown with it. More building this 
year than ever before. People prosperous 
Good locality to advertise in. Is the Dubuque 
HERALD on your list! 
W EFKLY SENTINEL, Carrol!, twelve-page 
paper, all home print, largest circulation 
weekly in county. 


the South. 























Guaranteed by Row 
ell. The DAILY SENTINEL is the only daily in one 

t Rates low, perhaps not 
yapers with half the circulation, but 
od on circulation, and pay adver 


KENTUCKY. 


I | OUISVILLE SUNDAY TRUTH, 12,000 copies 
4 each issue. Thoroughly covers the homes 
of the city and suburbs. Now in its twelfth year. 
Send for rates and copy ot TRUTH to H, D. LA 
COSTE, 38 Park Row, New York, Special News- 
paper Repre sentative. 
K ENTUCKY and Tennessee farmers are har 
Xv vesting the biggest and finest crops known 
in this territory for years. They will have more 
surplus money ‘this fall and winter than they have 
had for years. Advertisers can reach these peo- 
le more & ffectively through the columns of the 
Fanwens’ Home JOURNAL than any other way. 
It is read and trusted by them as their business 
Let us help you do business with these 





so low as 
they are 
tisers. 











puaper 
onpie. Address FARMEKS’ HOME JOURNAL, 
Pouisville, Ky. 





LOUISIANA. 


QW. PRESBYTERIAN, New Orleans, 
‘ over Ala., Ark., Fla _La ofl fenn., 


MAINE. 


TNITED STATES, 


weekly 
Tex 








Canada, France, covered by 


Figaro. Handsomest French comic publi 
cation in the world. Circulation, 50,000. Litho 
graphed cover, 16 pages, 75 illustrations, etc 


Advertisements, 25c. per line until March 1 ; after 
that date, Sic. Advertisements for Christmas 
number taken until Dec. 15. Sample copies free, 


E 
Address ADV. DEP’T FIGARO, Biddeford, Me. 


INK 
MASSACHUSETTS. 


- Daily ENTER- 
io snide 
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ENTS for 40 words, 5 days 
PRISE, Brockton, Mass. 


MICHIGAN. 


par "S00 DEMOCRAT, Sault Ste. Marie, Mich. 
It should be on your list. 


25% 





QAGINAW COURIER-HERALD. Daily, 6,000; 
14,000. 


‘ Sunaay, 7,000; weekly, 
) AGINAW COURIER-HERALD is delivered di 
b rectly into the homes by its own carrie 


‘AGINAW COURIER HERALD, largest cire’n 
7 _in No. Mich. Full Assoc’d Press dispatches. 
GAGIN: AW Evening and “Weekly NEWS. La 
est circulations in the Saginaw Valley, Mic 


l ETROIT COURIER, 3 years old ; the House- 
hold paper for village and farm homes in 
Michigan Ad rate 4c. ne. 


AW COURIER-HERALD is the leadin, 
newspaper in Northern Michigan. Issued 
mornings except Mondays, Sunday and Weekly. 
Daily, 6,000, est. 1870; Sunday, 7,000; Weekly 
14,000, est. 1857. Saginaw (pop. 60,000) is the third 
city in Michigan. ‘or ge? information ad- 
dress H. D. LACUSTE, 38 Park Row, New York. 


ACKSON (Mich.) PATRIOT, morning, eveni 

e Sunday and twice a week. The leaders in 
their respective flelds. Exclusive Associated 
Press franchise. Only morning newspaper in 
this section. All modern improvements. Rates 
Sa. The leading advertibers in the coun- 

are represented in the PaTrRiot’s columns 
Tavosmation of H. D. LACOSTE, 38 Park Row,N.Y. 


MISSISSIPPI. 


"\HE WATCHMAN 

















has a large cire ulation 

throughout the Southern States, and is a 

splendid advertising medium. Send for sample 

copy and adve — ogg JAS. M. WALKER, 
Publishe: rT, Ww illiams ur 


I ” ANSAS CITY WORLD, daily exceeding 25,000 

\ Sunday 30,000. 

{TRIKE the happy om. 

Ss FORTNIGHTLY, St. 8 

T° reach the 50,000 lead and zjne miners of 
Southwest Missouri, use the cOlumns of the 

Webb City Daily and Weekly SENTINEL (successor 

to the Times). A live, progressive and up-to-date 

newspaper. 








use the MEDICAL 








MONTANA. 


rINGSTON ENTERP. RISE : eight pages; 


Circulation exceeds 1,00 





[He L 


all home print. 


NACONDA STANDARD. 
- times greater than that of an 
or Sunday paper in Montana: 10. 


NEW HAMPSHIRE. 


Established 1877 


The GRANITE MONTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, - Special Agent, 
TEMPLE Court, New YORK. 


NEW JERSEY. 


mediums : Bridgeton (N. J.) 
Bridgeton (N. J.) DoLLaR 
WEEKLY News, yy “600. Rowell guarantees cire’n 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 


Circulation, - - - - 15,500. 
Advertisers find IT PAYS! 


Circulation three 
y other daily 









por: Li AK atv. 
Ev’a News, 3,600; 
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NEW YORK. 


Qi. EN OF FASHION, New York City. 





Issued monthly. A million copies a year 
Ww EE © 'ORNING DISTRICT EPWORTH BANNER, un- 
«) der Pennsylvania. (Guarantees 3,500 per issue. 
| JDEACH AND SHORE, Babylon, L. I., N. Y., ap 
peals to the best class of readers on the 
South Side of ang Island. Wants ads. Write 
for card of rates. 


Beas, a wee kly journal fo for adve rtiser rs. It 
contains photographic reproductions of the 
best retail advertisements to be found in the va- 
rious publications of the English-speaking world, 
together with many hundred excellent sugges 
tions for catch-lines, reading matter and best ty 
pographical display of advertisements. The only 
journal in the world devoted exclusively to re 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges 
tions for display from it. Subse xipwon bp iwel f 
ayear. Sample copy of BRAINS free 
CO. Box on application. BRAINS PUBL AISMING 
CO., Box 572, New Yor 


ELMIRA 
TELEGRATS. 


ELMIRA, N. Y. 


Known Circulation Over One Hundred 
Thousand Copies Weekly. 








A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


NORTH CAROLINA. 


prrsam STORY PAPER AND BUSY AGENT 
circulates in every State. 10 cents a line. 


OHIO. 


he PRESS, ( olumbus, only Democratic daily 
in Central Ohic 

ARGEST cire’n of any Prohibition paper in 

4 nation: BEACON AND NEw ERa, Spree ld, O. 


= FINDLAY REPUBLIC in October 

printed double the amount r| display adver 
tising that appeared in its two daily contempo 
raries combined. Local business men know what 
paper pays. Daily, 3,000 ; semi-weekly over 2,000 


PENNSYLVANIA. 


VHE Perry County Times has the largest circu- 
lation in Per ‘ounty, Pa. 






1GA CO., Pa., and Steuben Co., N. Y., are the 
a field of the EPWORTH BANNER, & maga- 
zine in newspaper form. Ads 50c. per inch per 
issue, next reading. Wellsboro, Pa. 
MV. HE PATRIOT, Harrisburg, Penna. Forty- 
third year. Politics, independently Demo- 
ratic. Leading paper at State capital ; 8,000 
daily, 5,000 weekly, Hate 28 low. Population 54,000. 


she 8c RANTON TRUTH, an independent aft 

-rnoon newspaper. Circulation over 13,000 
copies daily Largest daily circulation in Penn 
sylvania outside Philadelphia and Pittsburg ; 
largest daily circulation on the Lackawanna line 
between New York City and Buffalo. BARRETT 
& JORDAN, Proprietors, Scranton, Pa 


WAY down in the corner of the splendid 
Keystone State is the richest, most beauti 

ful county of all, with only 192 square miles and 
90,000 people. Delaware County, with the city of 
Chester, are covered thoroughly by the Chester 
Times, the best local daily in Pennsylvania, and 
excelled nowhere in the thoroughness w + which 
it covers its district. Everybody reads it because 
itis so full of local news and good adve 
ments. WALLACE & SPROUL, Chester. Ps 


RHODE ISLAND. 


M\HE HOME GUARD, Providence, R.I, Tenth 
year, Circulation 50,000, 

















PRINTERS’ INK. 


SOUTH CAROLINA. 


T= daily edition of THE STATE, Columbia, 8 
C., is the most popular paperin a hundred 

South Carolina towns 1¢ semi-weekly edition 

reaches over 1,000 post-offices in South Carolina 


TENNESSEE. 


( “YHATTANOOGA mn., has 50,000} 

EVENING NEWs has %5,000 readers. It is an 
up-to date newspaper, full Associatea Press day 
report, Merge eihaiee | machines, perfecting press 
Serves all nearby railroad towns every day 
Greatest local circu'ation. Best and lar 
foreign advertising any paper in the 
Write for rates 











wre w - 
rEXAS 
tte NEWS, Bonham, Texas, has the largest 
weekly circulation in Fannin County 


VERMONT. 


HE Burlington FREE PRESS has largest Daily 
and Weekly circulation in Vermont 


VIRGINIA. 


[= STATE, Richmond, the leading evening 

paper in a community of 125,000 people, 
publishes full Associated Press dispatches, and is 
a live, up-to-date family newspaper New man 
agement, typesetting machines, new press and 





many improvements. Greater local circulation 
than any other hic my md daily. Prices for space 
of H. D. LACOSTE, ‘ark Row, New York 


WASHINGTON. 


QEATILE TIMES. 





GEATTILE TIMES is the best. 


‘HE TIMES is the home paper of Seattle’s 60,000 
peopl: 
6é |}? I.” Seattle's only morning paper. The 
. Seattle P. 1 
‘HE “ P. |.” has a guaranteed circulation dou 
ble that of any newspaper in the State of 


Washington 








"S afternoon daily, the Tres, has 
largest circulation of any evening paper 
north of San Francisco 


nicc Pad 
WISCONSIN. 
\V ISCONSIN AGRICULTURIST Racine, Wis. 
, Only English agricultural paper printed 
in the State Rates only 20 cents a line Circu 
lation over 25,000 


CANADA. 


= largest circulation in New Brunswick is 
enjoyed by the PROGRESS, a weekly issued 
at St. John.— From Printers’ Ink, issue of May 8. 
1895, 
Ts BERLIN RECORD (daily and weekly) is 
acknowledged to be the best advertising me 
dium in Waterloo County. as it indixputably is 





the leading newspaper The DAILY RECORD is 
the paper of a large and rn manuafact 
uring town. The people B se ae ad it are well-to 


adians who have money to spend 
, Business Manager 


do German C 
W. V. UTTLE 

HAWAIIAN ISLANDS. 
\! AR—Daily and weekly The live, popular 


paper of the country. Covers the group 
completely. Send for samples. Honolulu, H 


& CEN. AMERICA. 
Fo 
AN 








gs Trade use the 
MA STAR & HERALD 


it 














CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the appropriate class cost 25 cents a line, for each 
insertion. One line, without display or black 
Saced type, inserted one year, 52 weeks, for $1 ¢ 
months for #6.50,3 months for $3.25, or 4 weeka 
Sor 3 Display or black faced type charged at 50 
cents a line each issue, vr $26 a year, or $2 a 


month, for each line of pearl space pcoupied by 
the whole advertisement. For the publisher who 
does not find the heading he wants one will be 


made to specially fit his case. 


ADVERTISING 





BRAINS, a weekly journal for advertisers. It 
contains poeheereets reproductions of the 
best retail advertisements to be found in the 


various publications of the English-speak 
ing world, together with many hundred excel 
lent suggestions for catch-lines, reading matter 
and best typographical display of advertise 
ments. The only journal in the world devoted 
exclusively to retail advertisers and to the men 
who write and set their ads. Printers get many 











good suggestions for display from it Sub. 
scription 3 $4 a year. Sample copy of 
BRAINS free. Advertising rates on — plication. 
BRALNS PUBLISHING CO., Box 572, New York. 
AGRICULTURE 

HOME AND FARM, Louisville, Ky 

BREEDER AND FARMER, Zanesville O. 

PACIFIC RURAL PRESS, San Francisco, Cal. 

WISCONSIN AGRICULTURIST, Racine, Wis. 

WISCONSIN AGRICULTURIST, Racine, Wis 

ART. 
ART LEAGUE CHRONICLE, Leavenworth, Kan. 
BOOT iND SHOES. 
“BOOTS AND SHOES ” WEEKLY, N. Y. City. 
,ARRIAGES AND WAGONS. 
THE WURBR, 247 Broadway. New Vork 


The leading monthly, containing all that 
pert to the art of carringe building, 
ated all over the world. 

Br 













TUE B NEWS, 247 
The only weekly paper 
interests of vehicle mfrs. and dealers. 
COAL 
COAL TRADE JOURNAL, New York City 
COLLEGE PUBLICATIONS. 
THE MUHLENBERG, Allentown, Pa. Cire’n 1,000 


COMMERCIAL TRAVELERS 


THE COMMERCIAL TRAVELER, St. Louis, pub- 
lished in the interests of and circulates among 
commercial travelers jona fide cire’n, 4,650 


DANCING 





THE BALL ROOM, Kansas City. Semi-monthly 
FASHIONS, 
QUEEN OF FASHION, N. Y. City 
Issued monthly A million copies a year 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
GERMAN 
THE TAEGLICHE ABEND PRESSE, daily, pub 
lished at Cincinnati, is credited with the high 
est circulation rating accorded to any German 
daily in Ohio.—From Printers’ Ink, issue of 


May 15, 1895, 
HISTORICAL. 

THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the Patriotic 
Societies of the U _— States of America 
for advertising rates and specimen copies. 120 
8. Sixth St., Philade iphia, Pa 


HOMCEBOPATHY. 
HOMCOPATHIC RECORDER, Phila., Pa 
HORSE INTERESTS. 
Philadelphia, Pa. 

HOUSEHOLD. 
WOMAN’S FARM JOURNAL, St. Louis 
DETROIT COURIER, 30 years old The 

for the homes in the village and on the 
Ad rate 4c. line, 


COACHING, 4,000 monthly 


Monthly. 
paper 
farm 


LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LAW REPORTS. 
1 POSSIBLE customer to 


hat’s good ; 5 probable 
lawyers on “ Selected Lists 


5 readers of Scribner’s. 
customers to every 5 
; that’s better. At 
-O}F 





less -ost, too. Address “CO-OP8,” Rochester, 
N.Y. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 


LUMBER 


SO. LUMBERMAN, Nashville,Venn. Covers South. 
MACHINERY. 


VALVE, a journal for 
Times Building, New York 


MEAT AND PROVISIONS 
Phe National Provisioner, N. Y., 
MEDICINE AND SURGERY 


THE 


users. 


SAFETY 


Office, 


steam 


Chicago. 





MEDICAL SENTINEL, sworn cir rtland, Or 
wi STERN Mipie AL ‘Nie SURG ICAL 
PEK, St. Jonxeph, Vo. 

MEMPHIS MEDICAL MONTHLY, Memphis, 


Tenn 
Mississippi Valley between St 
Orleans. Established 1880. 
MINING 
MINING AND SCIENTIFIC PRKESS,San Francisco. 
PAINTING. 
Pana & DECORATING, 247 
way, N The finest and most 
paper publis ahed for the trade 
worth more than price of a year’s « 
PARKS AND CEMETERIES. 
PARK AND CEMETERY, Monthly 
PHILATELY. 
AMERICAN PHILATELIC MAGAZINE, 
Neb. Monthly. Stamp men like it. 
PRINTING INDUSTRIES. 


PAPER AND PRESS. Philadetphia, Pa 
The le vading tec —— magazine in the world of 
its « indorsed by and circulating exclu 
sively to employing and purchasing printers 
lithographers, book binders, blank book 
makers. manufacturing stationers, engravers 


Only medical periodical — lished in the 
Auis and New 


Broad- 
plete 
Ixatee 





Chicago 


Omaha, 


etc., etc. Sample copies and rates on application. 
RELIGION. 
THE ADVANCE, Congregational weekly, Chi 
cago, Ill Average issue in 1804 was 22,771 
SECRET SOCIETY. 
THe ODD-FELLOW WORLD, Aberdeen, 8. D., i 


the only paper of its kind in the Dakotas , 8,00 


Odd-Fellows ; most of them read it. 


SOCIETY 
THE WAVE, San Francisco, Cal. 13,000 weekly 
SPANISH 
REVISTA POPULAR, established 1888 Largest 
Spanish circulation inthe world. Translations 
in all languages : 46 Vesey St., N. Y. City 


SUNDAY PAPERS 
ELMIRA, N. ¥ » TURAN 


100,000 copies week! 
TEXTILE 


joston 


Circulation over 


TEXTILE WORLD 
TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 
WINDOW DRESSING. 
HARMAN, the 
a publication on * 


line. Third 
Clark St., ¢ shies ago. 


Largest rating 


window trimmer, issues monthly 
“Window Dressing” for e 
rial copy 25 cents. 






5 


WOME N. 


QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 








After Three Years’ Hard Work 


in securing the privilege of outside step-ris 
000000 ; : 
cars, four on each car. Contracts for one or 


Size of Step riser sign 9xxof 


These 
signs 

are not 
only seen 
by all 

who get on 
the cars 
but by 
everybody 
in the 








wer" For rates, etc., address or apply to 


GEORGE KISSAM : - 
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rave Succeeded ~~ 


b signs (as per illustration) on the Rochester, N. Y., 


TIS 


> 


Dx 


r 
, U 


ars can now be placed. 


Of cab sign 9x36 inches. 


| also control inside as well. 


Signs 

to be of 
enameled 
iron 
insuring 
attractive 
display 
and 
permanent 
colors 


t iad and 





quality. 











16 STATE STREET, ROCHESTER, N. Y. 
POSTAL TELEGRAPH BUILDING, NEW YORK. 
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PRINTERS’ INK 
t ADVERTISER ° 

Wednesday Subscription 
Price. Two Dollarsa year. Five Cents a copy 
Five Dollars a hundred. No back numbers 
After December 31 the subscription price will be 
increased to Five Dollars a year 

{# Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advertising patrons 
can obtain special terms on application 


A JOURNAL FO 


tw Issued every 


always 





te Being printed from plates, it is 
possible to issue a new edition of five hundred 
at same rat« 





copies for $25, or a larger number 
t@ If any person who has not paid for it is 


receiving PRINTERS’ INK, it is because some one 
has subseribed in his name Every paper is 
stopped at the expiration of the time paid for 

bw K OPrricr N +. HK DIKE 


CHICAGO AGE» 
Bennam & Incranam, Room 24 
LONDON AGENT 
DEARS, 135 


F. W 


1ISOQ5 


NEW YORK, NOVEMBER 


= 
27, 

THE more space effectively used in 
a newspaper, the more space needed 


in a store. 


It is claimed that Das AMJorgen Jour- 
nal, of New York City, has the great- 
est circulation of any German newspa- 
per published in the United States, 
and is the only German daily paper 


whose circulation has_ steadily in- 
creased during 1895. 
Mr. BIRMINGHAM’s ewspfape? 


Vaker is authority for the statement 
than an attempt to increase its adver- 
tising charge from 14 cents a line to 20 
cents by the New York L£vening 
World has created a revolt among the 
New York dry goods houses. The rate 
to common people is 30 cents a line. 


Mr. f. under whose 


J. S. SEYMourR, 
management of the publishing depart- 
ment the circulation of the New York 
ening Post has increased over 40 per 
cent and its advertising patronage over 
70 per cent, says, when speaking of 
PRINTERS’ INK as an advertising me- 
dium: ‘‘It is worth more to us than 
any and all other mediums combined.” 








H. H. TAMMEN, long known as a 
hustler and the creator and proprietor 
of the Great Divide, recently purchased 
the Evening Post, an afternoon daily 
paper in Denver, and is running it as 
an absolutely independent publication 
Not to be behind other publishers in 
enterprise, Mr. Tammen announces 
that, in the nine days he has owned 
the paper, its increase in circulation 
has already exceeded six thousand 
copies. 


PRINTERS 






K. 





A FACT in daily journalism—tersely 
stated: ‘* You can’t get more than all 
the news. You can’t pay less than 


cent. ” The N. Y. 


one Vornine Jour- 


Nal 

never heard of 
George Kissam learn from a 
ful perusal of t issue Of PRINTERS’ 
INK that he is a man who is somewhat 
I inserting 


PEOPLE who have 


may care- 


11S 


interested in the business of 


advertisements in street cars For 
those who have more money than they 
can induce the newspapers t y accept, 


Mr. Kissam offers attractive and valu- 
able service. 

AN advertising agency, in placing a 
recent contract for a quarter-column 
advertisement in a whole lot of daily 
papers, bargained with each publisher 
that the advertiser might, from time te 
at a ita 


time, more E te 
iat the adver- 


charge. It came about t 
tiser had frequent occasion to use half 
pages, whole pages and quarter pages, 
and it was ol that, at the 

rata price fixed by the yearly contract, 


use space pro re 





observed pro 


advertisements went in at 





these larg 
figures that sometimes appeared to be 
absurdly low ; for instance, in the case 
of one rather decent daily paper in a 
vigorous Southern city, the pro rata 
price for inserting a half page in its 
daily and weekly was found to amount 
to only a dollar and seventy-five cents. 
THE Richmond (Ind.) Zedegram is 
credited by the late issue of the Ameri- 
can Newspaper Directory with having 
put forth no issue in a year which did 
not exceed 1,250 copies, the Directory 
having had information to that effect 
from the office of the paper. But now 
the 7e/egram says editorially that the 
Directory is an unmitigated fraud and 
the the /tem, 
whose average issue was 2,475 copies 
daily, says that this remark of the 
editor of the 7egram 
cause the Directory overstates the 7¢/- 
actual issue. If this is so, there 
more competent to demon- 
fact than the 7e/egram peo- 
howeve r, 
justi- 


Telegram’s neighbor, 


is justified be- 


scemal 
is no one 
strate the 
ple. It is a 
whether the Directory would be 
fied in paying the usual $100 reward to 


nice question, 


a man who should expose himself as a 
liar and prove that he had imposed 
upon the Directory for the purpose of 
accumulation. This is a deep and im- 
portant question and worthy of mch 
careful consideration, 
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AN. advertising agency is ps 
ing Mr. Munsey $6,¢ 0 for a quarter- placing advertising 
page advertisement of Baker’s Choc- Century Bicycle Lamy 
olate, to appear on the tside cover \ 21 
of the J/agazine twelve times in 1396, ———— 
informs PRINTERS’ I} hat it was a Mr. FRED FEIGL, « rof the Zam 
part of the contract that no b er Times, has taken the tract 
lines on this cover page shall be t bring the National Democrat Con 
Ss A in yg son t assert that eacl nt New York It will be eld 
of the four advertisers ire t - next July Madison Square Garden is 
cupy the urters of this pa pay nls - America that ¥ 
S100 per month } - e full-estal ym et members, and PRINT- 
lished rate for that for the mere fy INK l Republican, us 
“ et ‘ ( dt Feigl to carry 
mat 7e,cw ® t plans the sort of man 
month, or 224,000 i year, 1S Lil who general ceeds. 
Munsey is to get for that pag It : 
seems just like giving it away It 
cheaper than the J/a ; at ten rue / = Postmaster is th 
cents. name lopted for a semi-monthly 
————— paper tely established in Washing- 
A LARGE “ want ad busine is t It rice is one dol 
what every daily newspape most ira year, buta | to remit the 
desires. lo further this e1 nt ner price t as sa fa ry as r ash 
able schemes have been resort t ull The « I tion of this paper with the 
calculated to bring the p f Pe O art t » close ut 
the ‘‘want ad” plainly befor the some s (pres ibly fourth 
community The 7, New York, class ] ) have address« eil 
has been prolific in its inventions A correspon to the Fourth Assistant 
few years ago it offered a money prize I ster-Genera I paper ad- 
to the person sending t est set of Vv es the Southern Florida Land 
verses dealing with a // {**want,” ny Its proprietors conduct a 
; the verses t be acc ed ya < uwency, and ‘‘w give our 
’ picture. Hundreds of cont is | pt and personal atter n any 
were received a ublished f Ly ss oul bscriber ay uve in 
to day, the prize being awar »a_ the Post-Office Depart 
5 poet w o showed that a / id had re t as soo 
- influenced | ut every e] ch of his Xr then again the | 
r ( eer The same newspaper has us 1 fortl ‘* We have esta shed a rea 
| i road bulletin boards to - here to give informat regard to 
vertise this branch, ha vccepted = the unsaction of all kis f 1 ness 
t ‘‘want ads” in German, made special whatever whether with the courts, the 
y rates for special days, and ina variety departments, or in regard to « her it- 
of ways shown its anxiety to Increase ters ‘ Although only five issues have 
1 its patronage of this kind. One West- been print the proy tors | il- 
ern paper is told of that publishes a ready sent « 125.000 copies, and 
s daily article calling attention to curi- 50,000 copies W ll be print the 
4 osities amongst its ‘‘ want ads.’’ On_ issue for December 15 Eve py 
- other pages of this ire repro- contains a petition to the ¢ Service 
- duced some samples of cuts and rhymes Commission In t und 
e used by the Chicago A’ /, ‘There is in respects tl Four ( 
a prevailing and well-founded pres / ! years ear-marks of being 
- sion that the pape! n each ¢ that . primarily for advert n pur- 
q irries the greatest number ol want poses,’’ and likely t exe ed fron 
ads” is the best advertising ed t! nails as such w n l l 
) for all classes of busi ( ¢ fice De 
a eagerness to enlarge th s part lin ob- 
| Many papers publish them free, al 1 servin irtment 
f there is, at least, one we known in pine r | = 
- stance where this courst tually did tion we 
h divert the « t f 1 suc sful to sen n for the 
ournal that had enjoyed almost a / observe 
monopoly for many years its pe | 
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ADVERTISING A CHURCH. 
The Rev. Johnston Myers of Immanuel 
Baptist Church has adopted a theatrical 


LETTER FROM CHICAGO. 

The reduction in the price of the two-cent 
morning papers to one cent has degenerated 
into a squabble that is not altogether digni- 
fied however amusing it may be. 

The Chronicle, Record and Tribune have 
been firing funny cartoons at each other all 
the week, to the amusement of the public, 
but it is doubtful if such things amount to 
any advantage in the end. What interests 
advertisers is to know what effect the reduc- 
tion has had on circulation. There is no 
doubt about there being a large increase in 
the 7ribune list, new ~ ah telling me that 
their sales have doubled on the 7ridune and 
increased on the others. The Pos?, an even- 
ing paper, still holds at two cents, and I no- 
tice that a good many of them show up on 
the elevated roads evenings. It would be in- 
teresting to know just what effect the reduc- 
tion has had on the Post. 

The sensation of the week was the an- 
nouncement, last Saturday, that the old 
Evening Fournal and the new Press had 
been consolidated. The /ourna/ was founded 
nearly 52 years ago and has never missed a 
number, the edition, the evening of the great 
fire, being about the size of a sheet of fools- 
cap paper. 

About 60 of the editors, publishers and 
business managers of the agricultural papers 
of the country met here last week and organ- 
ized under the name of the Agricultural Press 


eague, 

The object of the association is to promote 
good fellowship and prevent those who do 
not pay their give bills from securing 
space in the papers “peponsented in the 
league. 

Some good addresses were delivered, most 
of which would not interest advertisers who 
read Printers’ Inx. 7. Collins of the 
Northwestern Agriculturist got off a pretty 
good thing. He said it had about come to 
the point where publishers are compelled to 
work to get their reading matter top of 
column next to advertisements. The ques- 
tion of giving free readers to advertisers was 
discussed, and the drift of opinion was that 
readers are a nuisance and getting more so 
all the time, but none of the gentlemen 
seemed to have developed a plan to get rid of 


em. 

I have been wondering why the Metro- 
politan Elevated Railroad cars are not more 
used than they are by advertisers. I ride 
out in them sometimes when the cable 
breaks or some other cause of delay stops 
the surface cars, and I have noticed that very 
few ads are to be seen in the cars of this 
road. One car that I rode in the other even- 
ing had only three cards in it. 

& K. Fairbanks & Co. are doing some 
striking advertising in display for their Santa 
Claus soap. The illustrations are in the 
Beardsley style, illustrating some good qual- 
ity of the soap or some other striking dis- 
wg The latest I have seen is the displayed 
ine “It wears well, but does not wear the 
clothes,’’ with a cake of the soap. 

A friend from “down East” who called 
on me a few days ago said Chicago had more 
one than any other city he knew of. Some 

them are funny and some are bad. The 
Sterling, a big clothing house, have a sign 
across the rear of their building, in plain 
sight from my office window, which reads 
thus: “ Tue STERLING, Clothing & etc.” 
consider * & etc.”” pretty bad. 


A barber shop has a sign on the window 
saying, “ U R next.’”’ As I never noticed the 
shop until this sign was put up I am inclined 
to think it a good sign. 


MILLER Purvis. 





method of advertising a sermon he will 
preach to-morrow evening in Plymouth 
Church. 

Yesterday the minister startled the South 
Side by sending out a force of advertising 
men and billposters. Before noon the dis- 
trict bounded by Twelfth, State and Thirty- 
ninth streets was “ billed like a circus,” asa 
man in the show business would express it. 

Mr. Myers’ advertising posters are in two 
sizes. One is known as a “ one-sheet”’ (28 
by 42 inches) and the other is a “ three- 
sheet,”’ just three times as large as a one- 
sheet. Both are on white paper, printed in 
blue, and announce Sunday evening sermons 
at Ply mouth Congregational Church, which 
is being temporarily used by the Baptists 
while Immanuel Church is being moved. 

The simple fact of a church advertising 
by this means naturally attracted consider- 
able attention and as much comment. The 
question that arose in most minds was, 
“ Does a church need advertising ?” 

The Rev. Johnston Myers says churches 
of the South Side most certainly do need it. 
He made the broad statement last night that 
the community of the South Side does not 
know where the churches are. In explain- 
ing the situation, he said: 

“At one of our meetings this week I put 
one question two ways to 150 people who were 
resent. I asked them if they Sete where 

Jr. Barrows’ church was situated. Near! 
fifty did not know. I then asked them if 
they knew where the first Presbyterian 
Church was. An equal number answered in 
the negative. And that church was only a 
block and a half away from where we were 
at the time. 

“The fact is we have goods for the people, 
but the people don’t know where to find 
them. There is nothing outside of the the- 
aters that deals so directly with the people 
as the churches, and they are wholly epend- 
ent on the people. We want to show them 
our goods.”’ 

Mr. Myers stated it is possible Immanuel 
Church may employ an advertising agent. 
He said when the old church is in its new 
position he will have a canopy front of elec- 
tric lights and a coronet of lights on top of 
the spire, if the trustees will consent to it, 
to attract the people towards his home of the 
ow Tribune. 

AD WRITING AND PRINTING. 

While I do not think it absolutely neces- 
sary for an advertising man to be a practical 

rinter, I think his chances of success are 
~— for the time spent in learning the art. 
It enables him to talk more intelligently to 
his customer as to the value of good display, 
and equips him to design his own ads, in- 
stead of leaving it to the man in the ad alley 
who too often looks for the easiest an 
quickest way to get the ad in type.—/rank- 
lin H. Johnston, in Newspaperdom, 

see - 
WILL RESULT IN A DOUBLE BENEFIT. 

A large part of the litter in the streets 
comes in the shape of hand-bills which are 
daily scattered around by the hundreds of 
thousands. To put a stop to this will be a 
great gain in cleanliness, and will also save 
vast sums of money to small firms who have 
the mistaken notion that this sort of criminal 
waste is advertising their wares. To break 
up the absurd customs will result in a double 
benefit.—N. V. Morning Advertiser. 























BOOMING THE WANT ADS. 
SOME SPECIMEN ILLUSTRATIONS FROM 
CHICAGO “* RECORD.” 

Want ads are a valuable feature in any 
newspaper, and the greater the paper, it would 
appear, the greater effort is made to procure 
and publish "io. Every device has been 
tried to make them more popular, and vast 
sums of money have been squandered in 
carrying out ideas looking to this end. Per- 
haps the most successful project, judging by 
results, is that adopted by Mr. Victor F. 


THE 








(Weather forecast.) 
A Rapid Rise in Temperature 
Is not more sure than the rise in prosperity of 
him who uses a Record Want ad 





Lawson, of the Chicago Recor’, nearly two 
and still in use in the columns of 
that alert newspaper. This consists chiefly 
in printing a cartoon, changed every day, 
and calling attention to the Want columns of 
the Record, both by illustration and meta 
phor. It involves considerable thinking to 
have these cartoons fresh, up-to-date, and 


years ago, 





i oose that laid the ) golden eggs he killed 
en he his Record Want ad stopped ; 
and now, with sincere sorrow filled, 

_ Regrets that goose’s neck he chopped. 


yet containing that dunan- of droll humor 
which is the very life of the scheme. Nursery 
rhymes connected with the alphabet have 
been gone through, the weather, and season 
able jokes of olden time have been utilized 
and adapted to new meanings, while at the 





. aN . 4 


present time the questions of the hour are 
touched — in a manner worthy of Hood, 
vecord’s own cartoonist. 


or of the 





“There was never a night without its day, 
Nor an evening without its dawning,” 
And no advertisement is known to pay 

Like a Record want ad in the morning 


It is essential to show that since the in- 
ception of this scheme, the Record’s Want 
ads have multiplied enormously. Previous 








* No sail from day to day, no sail 
The shipwrecked sailor weakly cries. 
“No sale from day to day, no sale, 
The anxious trade sman daily sighs. 
In either case, if they were wise, 
In the Record the y would advertise 


»mmencement of this method of boom 


to the cx 
all the ads of this particular char- 


ing them, 





4 


acter were easily contained in one page, but 
the long cross-heading which designates them 
now is continued from page to page, and 
these ads frequently cover almost half as 








A clever yomng mann from Belcit, 
A clerk and accountant adroit, 
Gota job right away 
Advertised but a day 
In the Record, and every one saw it. 
many pages as the er 
two years ago. The he 
across the »p of each 
“The Ree a wants y 











Mrs. Rogers had no loc gers 
Empty were her rooms. 
Realizing advertising 
as the best of booms, 
She tried a Record ad to pull 
In half a day her rooms were full 


ments in its Want columns,” and it 
clear type, neither too big nor t 

fact, nothing is overdone ; the cuts are 
certainly, but they are not too obtrusive 





en 





such a large page, packed with solid Want 
ads, as is that of the Record. But we call the 
attention of the reader to the cuts themselves, 
which of course have been reduced to fit our 
columns, and to the matter which accompanies 


them. These have not been selected at all, 
but taken just as they came during one week 





(Weather forecast.) 
Dry 
So are the prospects of a man who never 
uses a Record Want ad 





in August last. Of course it is not ein 
ferred that this met} 

of the Record’s ma ous success, but it 
keeps up the interest of the reading public in 
them, and at times has seemed to be, along 
with the ads themselves, the leading feature 


of the paper Newspaperdom 
+> 





cause 









TAXING MURAL ADVERTISEMENTS, 

France has now had a year’s experience 
with her law taxing mural ivertisements 
Unfortunatel 
I 





ly, the measure 
elp the treasury as well as relieve the eyes 

of the public, and as 
has been a fail ure. A great many advertis 
‘ he tax, hired men to g 

ut their advertisements 


$s more 


a revenue measure it 









Lee vecelves 1 
evenue, is that the defacing of walls h:z 





ceived a serious check 
Massachusetts, we believe, is the only 
American State that has taken action in 
the matter. In Massachusetts the method 
used was prohibitive instead of protective 
taxation. The Massachusetts measure failed 
chiefly in that it did not apply to advertise 
ments already up. Indeed, it is reported 
that a certain patent medicine firm, whose 
advertisement had aroused the public sent 
ment back of this bill, shrewdly lobbied in 
its behalf in order that the Harris Vanilla 
(let us say) might continue to enjoy a sort of 
monopoly of the Massachusetts lands ape 
rhe taxing ¢ plan is far better. There are 
some who would deny that wall advertise 
ments had become public nuisances to such an 
extent as to justify the prohibition of those al 
ready erected. There is no one that doubts that 
their taxation would be more than justified 
If such a law is needed in France, it is more 
needed in New York. We can never have a 
beautiful city or beautiful country so long as 
the owner of any conspicu us site may soni 
money by inflicting eyes paper th € 


public N. F. Coaonn re Adu 





passing 


















INSL 





RANCE 


an only produce a good ad 
into the position of 


NOTES ON ADVERTISING 

An ad writer 
when he puts himself 
purchaser, and a 
would induce 








ks what considerati 








question ?’ ired 
question the « answer 
Life insurance has bee a 
tised, so far as a lavish e€ Cal 
termed advertising Tt hoc 
been to publish a table gi ant 


bilities, perhaps accompanied by a picture of 


a building 








Now, not only does a tz 1 statement 
have no interest for the public, but it fails t 
do what good advertising always would d 
it fails to show the difference between the in 
surance offered by the company advertising 
and that of other concerns, so as to induce 
the reader to purchase the particular variety 
which the acvertisement offers A differ 
ence between the assets or the liabilitic I 
the relative tion of them, is not the dif 
ference between go and bad insuran 

What the average man wants most in in 











surance is a nsciousness of absolute safety 
For this he is willing to pay a little more 
premium, or to get a little less in return at 
the end of the stipulated period. That safety 
is an excellent t g on which to string in 
surance ads. A recent advertisement apt 
it out when it remarks that five « ars 
n a premium isa smal r, but 
five thousand lost by defective s¢ Ss an 
important one 
Why should examples of what insurance 
has done not be used in advertising? 5S y 
the number and amount of premiums a A 
has paid, and what he has received, or is en 
titledto. Such advertising has the advant 
f being concre rather than abstract tis 
superior to bald state r generalizations, 





ause it gives, in int g 
can understand, the s s of the 
vestment to one Ww nh, W sight va 
riations, will be actual results a 





A quiet rebuke was administered to an im- 
polite clerk in a little back-street | 
shop in Roxbury 








a few days ag A lady 





had purchased from him some meat, a 
stood waiting for m to wrap it in paper , 
her. He did so, but instead of handing her 


the package, he threw it carelessly upon the 
counter beside her, not I 








whatever of her outstretched hand. Nota 
word did the customer say, but instead, ig 
noring the hand which the clerk he ut for 
the money, she i 
of vegetables, 


ner, left the st 
politeness for 
look plainly indicate« 
that he had not placed 





1 that he 
l 


the lamb in the cus 
tomer’s hand. —Xoxrbury (Mass.) Advertiser 
e 


A BUSINESS ELUCATION 
Something is wrong with a cou 
soning which leads a young man t 








that it does not pay to acquire a business 
education. Often the increased salary or the 
opportunity “for a rise” more than com 
pensates for the time and money spent Sut 
this is not all that should be considered. The 
apprentice of to-day, if intelligent, be nes 
the partner of to-morrow. Now is the era of 
brain power, rather than muscle, though the 


latter is a good thing if not cultivated for its 


own sake.—/nternational Penman 
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SURPRISES IN ADVERTISING. 
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A study of abnormal results in some ad- 
1igns cannot but have a degree 
th professional and ** ama- 
rs Sometir the “sur 
ne way, sometimes another; 
the advertiser's profit, in the 
s he cause is generally 
in the general planning, 
t at it seasons, « es, 
ntingencies not usually t 
be ked for A case in point is that of an 
individual who, just prior to the “ poy 
f la grippe, contracted for i€ 
ads of a throat and lung medicine He 
1 no idea of making much money when h 
< menced advertising, but newspapers 
were so unanimous in their descriptions of 
the horrors nd dangers ft the * grit that 
he 4 I a i line If h Ss a t the 
preparation being a specific for that ease 
Ih results of a $3, expenditure ir 
Western newspaper adv truly 
“ ert He was pract n the 
but t know it, and in less than 
tl ha eared over $ 
It was a “ surprise, f course, and was the 
d result of the opportune advent of la 
‘ tw h the profits i hard 
i € noticeable in so s rt a period 
i pu 
I ther side of the q I have seen 
e\ 1 fre ently a ta ess in pre 
I g putting t adve ng Much 
t I were exp ids, 
e st flat ar pr ible, be 
2 I ty for wh t were 
reated had | € Fitt t e exact 
} pa . odiclens 
a 2 lf of 
pre i “The Boa f 
He a just when the 
st in New Yorka 
fe the , 1 hand 
rea s ge shot 
at tr I ns of 









ht have done plenty of g lif st ted 
‘ the f Sa nt { the ease, 
whereas the klets ar w getting mi 
dewed the company’s st . 
for another era s 
was asd prise t t 
> etimes rance ¢ 
cause an unfavorable surpr 
like that experienced by t 







ir in a 
did not ge 
think he w 
from such 
or affecte 








prises " of 





WAITING FOR IAL SALES 


are the people who wait, or are right- 


SPEC 
















ly or wrongly accused of waiting, for special 
sales and reduced prices? Most of them ex 
ist only in the imagination of the merchant 
He has heard a few chronic shoppers boast 
that they would wait until the goods were 
marked down, and has jumped to the con 
clusion that the idea has become epidemic,— 
Badger State Grocer, 
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TWO KINDS OF EXPERTS AND OTHER 
MATTERS. 


I think I have claimed before this, in these 
columns, that it is possible for one to be a 
good judge of an ad and, at the same time, 
not have the ability to write a good ad. I 
believe this is the case with me, to a certain 
extent. I have written some ads that were 
good and a good many that I always had 
grave doubts about. I know some of them 
were good, for they pulled, and I kgow that 
some of them were not good because they 
failed to bring business. Others I have had 
my doubts about because they did not pull at 
first, though, after some time, business came 
from them. This was due, I think, to keep- 
ing them going until they compelled attention. 

This reminds me that the best ad that was 
ever written will not have its full effect if it 
is only inserted in a given medium two or 
three times, while a much poorer one kept be- 
fore the public for a long time will build up a 
paying business. Not one —— in a thou- 
sand would be attracted by Doctor Jennedy’s 
ad, which has been running almost as long as 
I can remember without a single change in 
wording, but it must pay or he would not 
keep it going. 

About expert judges of advertising. Last 
spring I predicted that a certain line of ad- 
vertising that was being placed would not 
pay. It was a queer circumstance that three 
different advertisers thought I was referring 
to their ads and two of them criticised me 
somewhat severely for saying what I did in 
Printers’ Ink, and it happened that these 
were the two to whom I did not refer while 
the one J had in mind said never a word, and 
I have no means of knowing whether he ever 
saw my criticism or not. hat does not mat- 
ter, however, for the point I want to make is 
that the business did not pay and was with- 
drawn because it did not. I could not have 
taken the ads and improved them because I 
have no faculty or capacity to do work of 
this kind. The writing of an ad is hard and 
slow work for me and I never do it except in 
acase of necessity. This does not prevent 
me from being interested in ads nor from 
being a reader of ads, nor from knowing a 
good one when I see it. 

That there is such a thing as correct judg- 
ment in a matter of this kind I have proof be- 
fore me. In an article written for Printers’ 
Ink, but not yet published, I said something 
about the excellence of the Rogers, Peet & 
Co. and the Hilton, Hughes & Co. ads. Ten 
days after that article was written comes 
Printers’ Inx for Nov. 6, with an article by 
Mr. bid Kinsley praising Rogers, Peet & 
Co., and another by Joel Benton compli- 
menting both the Rogers, Peet & Co. and the 
Hilton, Hughes & Co. ads. This shows that 
three of us are of the same mind and were 
similarly attracted by the ads of these firms. 
We are probably three average sort of human 
beings and the chances are that the ads of 
these two firms have appeared to be attractive 
ones to a large number of people. I am not 
expert enough to write the ads of either firm, 
but I am good enough judge of ads to know 
that those put out by die firm are good 
ones. Not occasionally good but always 
good enough to be attractive and worth read- 
ing. When I think about buying a suit of 
clothes in Chicago the first thing I think of 
is the Rogers, Peet & Co. ads and I go around 
that way, though they use half a column in 
the papers where some of the big State street 
clothing stores use columns. he reason I 
do this is because the Rogers, Peet & Co. ads 
sound as if they were the truth, while the 


spread-eagle announcements from State street 
sound too much like the idle vaporings of the 
advance agent of a circus. 

i ee. * * 

Talking about spread-eagle advertising I 
am reminded of a conversation I heard 
tween two ladies on a car last Saturday. 

They had evidently been shopping. One 
was telling the other that she would never go 
to a certain big store again for bargains. 

‘“*I saw in the papers,” she was saying, 
“that Getall, Keepit & Co. were going to sell 
one-fifty and one-seventy-five ladies’ under- 
wear for 69 and 79 cents and I went over there 
to look at it. I got there just ten minutes 
after the store opened and they told me they 
had sold all of those garments they had placed 
in the sale, and then they showed me a lot 
that were one-fifty and one-seventy-five, but 
I didn’t buy, for I knew they had put a dozen 
garments on sale expecting to get a crowd 
there and then sell them something.”’ 

It occurred to me just then that the firm 
who claims much in an ad and then fails to 
back it up is not the winner intheend. Here 
was an instance, in point, for they had not 
only lost a customer but had made an enemy. 
Not all Chicago stores do this, I am glad to 
say, nor a majority of them. As a rule the 
largest advertisers perform to the limit of 
their promises. Those who do not drop out 
sooner or later. MILLER Purvis. 

——————_+9>—__—_—_ 
CAN BE USED FOR WINDOW-DRESSING. 


A novel idea in the use of pressed flowers 
is a window transparency. his is nothing 
more than a happy arrangement of pressed 
flowers, ferns and grasses and leaves between 
two small panes of ordinary window glass. 
The under glass, to which the bouquet is 
glued, is first covered with a sheet of dull 
green tissue paper glued to the pane with gum 
tragacanth. he two glasses are joined 
together by pasting a strip of gummed paper 
along the edges, which is afterwards con- 
cealed by narrow silk ribbon. Two small 
rings for hanging are inserted along the up- 
per edge. Before joining the two glasses a 
thin coat of gum tragacanth is washed over 
the pane to which the flowers are glued. 
The other pane is decorated with a gilt 
border, painted in any pleasing geometric 
design, and a bright butterfly, seemingly 
about to quaff the nectar of the dainty nose- 
gay. Such transparency, made of flowers 
associated with a summer’s joy, is a per- 
petual inspiration for happy memories.— 
Philadelphia Times. 
> — 


SELLING GOODS. 


To sell goods looks easy, but it is not. It 
is really trying—the expressions that ought 
to be used, and how they should be used— 
not the cold, frigid, half-hearted tone—but 
the warm-hearted “ making - you - feel - at - 
home” kind, for if a customer enters the 
doors of a large or small establishment and 
is accosted in an automatic manner, that 
customer feels like retracing her steps and 
going somewhere else ; but should that cus- 
tomer be approached in a civil, genteel or 
agreeable manner the impression of the store 
is made at once and the customer feels at 
home, feels like buying. 

So many clerks in stores act like automa- 
tons, and if approached by a customer with 
any inquiry at all, point in an aimless and ex- 
pressionless way here or there, instead of 
adding a few words of information.—Wash- 
ington (D. C.) Times. 
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Displayed Advertisements | STAMES EOF FOPKEL BANE 
50 cents a line; $100 a page; 25 per cent —Offers to pure nase used a 
extra for specified position—if granted. WANTED sine't TT eCALDE = - A ey 
Must be handed in one week in advance. CORREO, 1300 399 Buenos Ayres, Arg. Kep. 
Quick, Cheap, Infallible 
WISCONSIN ACRICULTURIST, alk Process of Engraving. 
______—sRACINE, WIS, | Outfits $15 upwards... 
San F isco, Cal he | Old Plates Recovered 
THE WAVE, leeding Pas ifte Coast = HokeEng. PiatecoP lates 
ets mery ond litical weekly. ~ 3 alates ST. . Louts, Mo. 
ete, eres ldg., New 13, 000 wee - eee 
York. N. Y., sole agent. guaranteed. geveuuwueuouuuuuuue 
YEARS THOUSAND 3 
OLD. CIRCULATION. | 3 The Right Man € 
THE RECORD OF 4 ¢ 
BRIDGEPORT’S ONLY MORNING PAPER. > in the « 
Pl € 
THE MORNING UNION./3 Wrong Place 
BRIDGEPORT, CONN. 2 
ee ..RATES ARE LOW.. 4! 4 A young man of good business $ 
3 judgment and large experience in writ- ¢ 
2 ing business literature and placing € 
3 advertising, now in control of high- € 
ID. 1 5 grade advertising agency, would like $ 
4 > to make a change. Prefers work in © 
d 3 similar line. Locality immaterial. € 
¥ ON Te aa 3 Refers to presentemployer. Address $ 
> A. D., Box 187, Boston, Mass. € 
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MR. FRANK RATLIFF, re- 
siding at Keyser, North 
Carolina, under date of June 


10, 1895, says: ‘‘ I was 
troubled with dyspepsia and 
my physician gave me Ripans 
Tabules and now I can eat 
all I want and it does not 
hurt me like it used to. I 
think they are good medicine. 
You can use my name if you 
want to.”’ 
Ripans Tabules are sold by druggists, or by 
mail if the price (50 cents a box) is sent to 


The Ripans Chemical Company, No. 10 Spruce 
8t., New York. Sample vial, 10 cents. 














Enlarged Edition 


= 
Modernized 
_ Advertising 
By BINNER. 


Sent upon receipt of 
ro cents postage only 





Illustrated from cov 
er to cover with mod 
ern up-to-date designs 


ILLUSTRATOR 
ano ENGRAVER, 


CHICAGO. 
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1, William Johnston, . 


want to do 


Printing for people who are willing to pay 


a fair price for the be 
I do every kind of printing. 


had anywhere. 


I am busy and want to keep that way. 
can’t do your job while you wait; 
a reasonable time. 


have 
for a fellow that will d 


than anybody else, | am not your man. 


« 


don’t want work 
profit on it. 


If you want the best address W1114m Jonnston, Printers’ Ink Press, 10 Spruce St., 


st work that can be 
I 
I must 
If you are looking 
o your work cheaper 
! 


all if | cannot make : 


N.Y 
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PEN Thine Ears | It’s a Business Bringer. 


to Sound Argument. The reason it pays to advertise in 


A journal that THE SS. 


reaches the 


\, waevoes | Kansas City 
se WORLD 


must possess 








is because THe Wor tp brings results 


Ste a8 & It carries more local advertising than 


advertising ny other Kansas City p iblication aan 
mediun sure indication of its worth. 


lo what exter 


a 4 Circulation, 29,000 DAILY, 
n ee ee 32,000 SUNDAY. 
’ you to determine. — 


Ask for Sample Copies and Rates. If you put it in The World it wins. 





See what we are. 


THE WORLD, 


— Kansas City, Mo. 
THE AMERICAN L. V. ASHBAUGH, Manager. 


Chamber Commerce, Tribune Building. 
School Board Sour me i) 
GS 


A. FRANK RICHARDSON, 
Special Representative. 


New York, Chicago. Milwaukee. 





° ° 
3,100 Libraries 
in as many schools in the State of California. 
Every one subscribes for the only 
magazine on the 





| 


PACIFIC COAST.. 


Fifty pages of high-class advertising in the 
October number of 


' Overland Monthly. 


FRANK E. MORRISON, 
1 | 
| | 


EASTERN AGENT, | 
| 
| 





TEMPLE COURT, NEW YORK CITY. 
eeprom ar 


; 
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. 
Advertisers use M B 
our paper year aft- ’ Ay e 
er year because it 7 Needed 
pays them: why @ 
would it not pay . in the editorial and the 
you? business department, but a little 
cz ) muscle and the COMMONEST 
During the past twelve months hind Of sense are all that td 
pearly two Ruedas advertions necessary to operate a ‘‘NEW 
ave sai aly odo > eo 
Here's a sample rec MODEL Uu EB. 
from a firm that has u 
every year for the past eight 
‘Would say sat we also 
consider your paper one of the 
‘ bes st agric ulte iral paper s in which 
we advertise and will be with 
you agair in the » spring as usual, 
commen g, say in January. 
With t a a shes, we are 
Yours ay 
Pu enix Nursery Co., “ vite 
Bloomington, Ill.” se i 
Pom: The simplici ity of the ' ‘NEU 
is |\MODEL”’ reduces one’s run- 
=) ’ 
f Farmers’ Call, ning expenses. 
—— 5 


Quincy, Ill | Campbell Printing Press & Mfg. Co., 
6 Madison Ave., New York, 
334 Dearborn St., Chicago. 


(YEN EEE EEE EEE eee Po 
Are You Satisfied 


after reading all of our testimonials 





Sec 


| 


that the 


Harrisburg Telegram 


which reaches over 
1,800 Towns and Cities 
in Pennsylvania 


is the medium to use 


HOOOOOOOHOOOee eee eeee 


if you desire to cover said territory ? 


FARRER ARERR RRR R REE 
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BO'U.S: 










PRINTERS’ INK. 
$| Doubt 


Ask a Western Man what 
his favorite magazine is 
and he will promptly tell | here 


Tite MIDLAND | 
‘No 
2 Doubt 


| MONTHLY 
| About 


DES MOINES, IOWA. 
+ | 
> The 
) Eastern Representative, G 
G 10 Spruce St., New York. /: Peterson 











He sees it everywhere. In the cities, 
towns and villages. He is proud of it 
and will point to it as an example of 
what the progressive West can pro- 
duce. As an advertising medium it 
stands supreme. It has no competitor. 
If you are interested write to the New 
York Office or 


J. H. PURCELL, 
Advertising Manager, 
DES MOINES, IA. 
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Tre ' Magazine 
Q | 

Great it 

: Northwest || 

; is the granary of America. The a Pays 

‘ farmers have sold their grain and uv 

® prosperity ma theland. | Advertisers 

4 Q 

Y u 

The Northwest Magazine,;, eee 





published at St. Paul, circulates Penfield Pub. Co. 


throughout the entire Northwest I I . 
and goes into | 109-111 Fifth Ave., 








New York. 
30,000 HOMES MONTHLY. {| 
| 
It is a standard publication and § Eee 
pays advertisers. For rates and Q)| 
sample copies write to u FRANK E. MORRISON, 
) | Special Agent, 
W. H. ENGLAND, Special Agent, © | “Pc ™' “en 


| 500 Temple Court, 
| New York. 
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842 & 844 Broadway, New aia | 
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Should buy 
space ina 
journal reg- 
ularly for 10 
years and 
over 


IF YOU 


It must be a paying investment or you 
would not continue. 
That's just what some advertisers 


have been doing with us. 


You Should 
Do Likewise 


It pays other advertisers to use our 
columns and it will pay you. 


ADDRESS 


THE NATIONAL TRIBUNE, 
WASHINGTON, D. C. 


BRANCH OFFICE, 
66 WORLD BLD., NEW YORK, 
BYRON ANDREWS, MANAGER. 


INK. 
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- SHE... 


PATRIOT 


SE 


Harrisburg, Pa., 


is the only Democratic newspaper 
published at the State Capital, in a 
County of 100,000 population and 
a city of over 40,000, with a sub- 
urban population of 15,000 includ- 
ing Steelton connected by electric 
cars, witha population of 10,000. 


THE PATRIOT is a safe paper 


for the fireside. It is clean and 
wholesome. It discourages sen- 
sationalism It is alike need- 


ful in counting-room, library and 
the home circle 


8,000 DAILY. 
5,000 WEEKLY. 


Information as to advertising of 


H. D. LA COSTE, EASTERN 
38 PARK ROW, ADVERTISING 
NEW YORK. MANAGER. 


112222 nd 
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Papers That Please, Pay. — > 


NEXT YEAR’S BUSINESS. 


business, but 


There'll be 


usual the man 


that goes after his share gets the bulk of it. 


YOUR SHARE—we can help you get it 


FARM 


NEWS is the favorite journal—a household 


necessity—in 165,000 farmers’ families, people 


whose patronage is worth millions. 


You want 


their trade—an ad in FARM NEWS brings 


it. It’s a paper that pleases its readers and 


pays advertisers. 


THE HOSTERMAN PUBLISHING COMPANY, 


SPRINGFIELD, OHIO. 


Eastern Representative, PHILIP RITTER, 


American Tract Society Bidg., N. Y. 
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4 
q The North and West 
4 
; IN THE 
|] Geography of the United States 
\4 
M hl \4 IS WHERE 
| 4 : 
: «es ont 9 \4 Iron is scooped up with steam 
. shovels: copper is ch sane . 
ls 5 PI i 1opped from 
| the solid mass or raised by tons in 
| the ore; gold is mined so plentifully 
The well-known household |} that Uncle Sam's reserve need not 
magazine, has a circulation SD tate + sadegos t FI hie vaca : 
of . : the question is what to do with 
12 wheat is raised by the tens of mill 
q ions of bushels and corn by the hun 
> dreds of millions; cattle are grown 
4 by the train loads and huge forests 
* q dissolve into lumber piles, and these 
> almost at once take shape in houses, 
_ . barns and factorie 
That should bea sufficient : ghee apne 
hint to advertisers, For rates 3 
ee i The North and West 
and sample copies, write to 7 
: 
* IN LITERATURE 
4 
ss - . , : 
W. H. ENGLAND, q is a Presbyterian, family religious 
7 Bavepepes peste’ ot Seneng is, 
842-844 Broadway, q Minn., in keeping with the region 
4 whose name it takes, and going to 
q multitudes of its thriving families. 
NEW YORK. 7 The wise advertiser, please note, 
2444444444444444444644444 


Eighty-seven Years Ago 


The Weekly Times=-Hews, 


OF DAYTON, OHIO, 


came into existence, and is to-day more progressive and better in every respect 
than ever before. The circulation, character, influence and prestige gained in 
all these years are factors worthy the consideration of advertisers covering this 


section. 


Fifty-one Years Ago 
The Morning Times (4,500 D.) 


was established and during the half century has made a goodly record as a cx 
servative high-grade family newspaper, with a constituency that has followed 
its columns for years. 


The Youngest in Years is 
The Evening Wews (Established 1885.) 
With a circulation of 9,500 daily, it is the most important newspaper in 


DAYTON, and exceeds, in copies sold, that of any other newspaper in South- 
western Ohio (outside Cincinnati). 


Rates for Advertising of 


H. D. LA COSTE SPECIAL 
38 PARK ROW NEWSPAPER 
NEW YORK REPRESENTATIVE 
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After years of experience buying ad- 


A Book to Send..... vertising space and watching its results, 
Me ave & ae page ase Sook! A New York Advertising Expert 


containing 22 photographs and f 





|sums up his judgment thus: 
, : . ip hi lgm hus; 
with interesting reading about | 
** Religious papers afford the best possible 
nication with the buying 
f }] 


- means of communi 
nine-tenths the people 
B Un al F 00 mes ** They are not so well used as they can be 


3 ons , , There is no other way to reach « 
which we will send to any adver- ' ; : 


rich field s easily, cheaply and well 





! 
tisers who want to know on what|as by advertising in these papers 
| 
lines the paper has gained its great | Put 
success, and to see pictures of the} Them Sunday School Times. 
‘ . PHILADELPHIA 
people who have made it. On 


Lutheran Observer 
Your Presbyterian Journal 
List | Ref’d Church Messenger 
Episcopal Recorder 
Christian Instructor 
Christian Recorder 


Average Circulation for last six 
S 





| 
FPWR | 
| 


months 174,134 copies 


Our knowledge 
vices 


weekly. and service: Christian Standard 
quiry or com Lutheran 





mand, 


Religious Press Over 250,000 Copies 
7 Religious Press 
Association, Association 
Phila. Phila. 


Mocomotivefigiremens ey 
71 BROTHERHOOD 


iF M agazine. | ar LOCOMOTIVE. 


PEORIA ILLINOIS Bal iat 
JOINTLY OWNED BY li Sey HAS A CIRCULATION OF 
RAILWAY SET lel we e002: 
ow \ " “uu ; HICH INCLUDES RAILWAY 
U he ta si yw «OMEN IN EVERY BRANCH 
And they will : ay OF THE SERVICE 
1 patronize You. Dee ees meen, AND AS THE 
Sa Fumi ea Leaching Miuskete) 
Y io . Hadasiaa of The Werk? 
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ee teeenriscasres =“ hRonkvary Banpllayas 
| and ober Vlaoe Larners 
Adveriisers Reach a Class of Readers who Receive Good Wages 
And are The BEST PATRONS OF ADVERTISERS 
A trial Ad. Proves This Assertion AmeWow iste BesrTimeTo Be 
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Out in the Extreme Northwest 
Neck of the Woods Things 
are Humming. 


Seattle is lively. Puget Sound is lively. 
Washington is lively. 


The Post-Intelligencer 


ee 
, 
IS BOOMING. 
In Seattle they are 

Digging a $7,000,000 canal. 

Building a warship. 

Putting up factories. 

Paving the streets. 
| On Puget Sound they are 

te 


Cutting more lumber than ever before. 

Making and shipping more shingles. 

Catching and canning more salmon. 
In Washington they are 

Harvesting a great big crop. 

The mines are turning out bullion. 

The stock raisers are prosperous. 


Do you want Washington 
Dollars ? 


The POST-INTELLIGENCER, Daily, Sun- 
day and Weekly, is the paper of Washington. 
Guarantees double the circulation of any paper 
in the State. 


Seattle Post-Intelligencer, 


SEATTLE, WASH. 


>On] 


A. FRANK RICHARDSON, 
SPECIAL AGENT, 


13, 14, 15 Tribune Building, . - New York City. 
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_ The County 
Paper. 


Only those who have lived for 





years on a farm or in a small town can re- 
alize the power and fascination of the home 
paper. It occupies a place that no other 
publication can fill. The home newspaper 
comes first always. Everybody looks through 
| every column to see if the editor has put his 





or her “name in the paper.” 
Each bit of local gossip is read and dis- 
cussed. Sometimes it is a birth, sometimes 





a death, sometimes a marriage. No matter 
what it is—every name mentioned is familiar 
to all, and for this one reason alone the home 
paper is prized above and beyond anything 
the “literary fellows” in the cities can pro- 
duce. 

It doesn't take very long to read the bits 
of news in the home papers—there’s time to 





read the advertisements. 
The Chicago Newspaper Union lists are 
made up of these homely but powerful home 
papers. 

May we send our catalogue? 





| «<vee>~<2 







Chicago Newspaper 
| Union, 


87-03 S. Jefferson St., Chicago. 
Or, 10 Spruce St., New York, N. Y. 
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DEPARTMENT OF CRITICISM. 


By Charles Austin ‘Bates. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems 


and to offer sug; 
advertising wil 
booklets, novel 


GENERAL ADVERTISING. 


McGinley & Co., of Phila- 
delphia, have been successful adver 
tisers in a line little advertised. They 
are roofers and makers of architectural 
decorations in metal. They make 
metal ceilings, skylights and store 
fronts. The inexperienced or unpost- 
ed observer would say, from looking at 
the mass of advertising matter that 
they send out, that they were spend- 
ing more money than the business 
would justify. That this is not true is 
proven by the fact that the business be- 
comes bigger and more profitable every 
year. And apparently the more money 
the firm spends in advertising, the 
more money they have to spend. 
They have made quite a feature of 
advertising what I believe to be a very 
insignificant part of their business. 
That is the repairing of roofs. 

One of the best phrases I ever saw 
in an advertisement is in one of theirs, 
which says: ‘‘ We do one thing well. 
We mend roofs.””. Another phrase is 
‘We are leak finders.” One ad that 
they have used has stuck to me, ani 
amuses me every time I think of 
it. It is a funny ad, and is the ex 
ceptional funny ad that proves the rule 
that all funny ads are bad. It is 
‘*How much better it is to sit by a 
cosy fireside, and think how much bet- 
ter it is to sit by a cosy fireside than to 
be on the roof cleaning the snow off, 
thinking how much better it is to be 
sitting by a cosy fireside than cleaning 
the snow off the roof. We are snow 
removers and leak finders. Gara, 
McGinley & Co.” 

All this, however, is ancient history. 
It was done several monthsago. The 
last smart thing the firm has done was 
to get out a handsome little booklet 
entitled, ‘‘ Pointed Suggestiors.’’ I 
think it would have been better to call 
the booklet ‘‘ Pointed Suggestions to 
House Owners,” or ‘‘ Points on Roofs,”’ 
or something of that sort, letting a man 
immediately what the book was 


about. 


Gara, 


<ee 


tions for the betterment of this department 
sriticised freely, frankly and fairly. Send your newspaper ads, cireulars, 
~~. your advertising troubles—perhaps I can lighten them. 


Anything pertaining to 


Pl 


It is liberally and suitably illustrated 
with half-tones of wash drawings 
From a mechanical standpoint, there 
are only a few criticisms to be made 
One is that on some pages the matter 
is arranged in a spotty sort of way. It 
is broken up too much and isn't suf- 
ficiently cohesive. The best thing in 
the whole book isa thing that certainly 
deserves praise as a plain and convinc- 
ing piece of advertising. It is a series 
of half-tone pictures of Gara, McGin- 
ley & Co,’s office as it was and as it is 
First there is a picture of an old- 
fashioned, three-story brick house, in 
the architectural style of sixty or sev- 
enty-five years ago. The next picture 
shows this house in process of demoli- 
tion. The third picture shows the ad 
dition of another story. The fourth 
picture shows a part of the building 
covered with rock-faced metal plates. 
The other part is uncovered, giving 
the idea of the method of applying the 
plates. The fifth picture is the finished 
building, a stately, dignified, artistic 
piece of architecture, which no one 
who is not admitted to the secret would 
ever suppose to be the same house as 
was portrayed in the first picture. This 
is a practical illustration of what Gara, 
McGinley & Co. are prepared to do 
with other old houses 

The book has faults, but they are 
not great enough to make it inefficient 
or uninteresting to any one who cares 
for good advertising. 

From the uniform courteousness and 
amiability of Mr. Gara I am led to 
believe that any one who asks for a 
copy of the book will receive it by re- 
turn mail. ; 

* % 
* 
rue Esony Lamp Brack Co 
Cincinnati, O., Nov. 14, 1895 
Printers’ Ink, 10 Spruce St., New York 

GENTLEMEN ~—Knowing you are up on the 
art of advertising and having small wager 
as to your views on the following, we ask 
whether you think the following idea would 
offend the trade or whether it would be 
looked upon as a good advertisement for our 
particular line of business 

You will notice that as our 
Black, and what you might call a 


business is 


Dead 
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Black, we have thought some of advertising 
in the following manner: 

We would use a black-edged or mourning 
envelope, without a firm name on. In mail- 
ing these we would mail them from a small 
obscure town in Kentucky, seeing that each 
envelope was clearly stamped with the P. O. 
mark, and would mail them from this point, 
believing that the party receiving an envel- 
ope of this character would look immediately 
to see where it was from and would be re- 
lieved at once. On opening the envelope, 
he would find a circular, the wording of 
which it will not be necessary to state here, 
except that it would be on the order, say, 

* We are not dead, but very much alive, and 
as our thoughts rua to Black, we take this 
means of ape ss our Dead Black Lamp 
Black,” etc., etc. The circular itself should 
be neat and attractive. 

Hoping this is not asking too much of you, 
we are, Yours truly, 

Tue Esony Lamp Brack Co., 
E. H. Murdock, Prest. 


I can see no particular objection to 
this scheme, except that it might prove 
offensive to some people. If it did, it 
would be a ‘‘dead’’ failure. I don't 
know that the use of mourning sta- 
tionery would startle anybody very 
much. The first notice of the death 
of a friend or relative would surely not 
be written on black-edged paper. It 
would come in the shape of a telegram 
or the first thing that the writer could 
get hold of. People would not take 


time to go out and buy black-edged 


paper. However, in making use of 
this paper for business purposes there 
is a mixing up of business and senti- 
ment in a way that would probably 
prove most offensive to some people. 
I should think it would be better to 
get some dead black paper and print 
on it in white ink. Or else have a 
solid black plate made with the letters 
showing through in white, and print 
the entire surface of the paper in this 
way. The envelope would have to be 
addressed in white ink. I believe that 
such a circular would get just as quick 
attention asa black-bordered one would. 
There would be no possibility of giving 
offense, and it would be so entirely 
odd that it would be more likely to be 
remembered than a circular printed on 
mourning paper. [believe in avoid- 
ing all possibility of offensiveness, even 
though the chance of giving offense 
may be small. Small percentages are 
worth looking after. The advertiser 
ought always to remember that in so- 
called games of chance the advantage 
of the bank over the casual player is 
slight. And yet it is sufficient to trans- 
fer all of the player’s cash to the ex- 
chequer of the bank. This is merely 
another way of demonstrating the old 
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Scotch proverb, ‘‘ Mony sma’s make a 
great.” In other words, the house is 
merely a pile of bricks. 

* * 


I have received an exceedingly hand- 
some catalogue from the Fort Wayne 
Electric Corporation. The 
printed in black, green and gold, with 
a little bit of red where it will do the 
good. It is artistic and hand- 
some, and combines in the design two 
or three illustrations that show the 
practical character of the book. I am 
pleased as soon as I open the cover, 
because I find four pages of absolutely 
blank wood-cut paper. This shows 
me at once that the company issuing 
the book is a large-minded, liberal 
concern, that isn’t worried to death if 
it can’t have type on every page of the 
book. It shows that the publishers of 
the book had money enough to buy a 
little blank paper, and that there was 
no special] strain on their Capital when 
this catalogue was published. The 
typography straight through the book is 
most excellent. With the exception of 
a pen-drawn running head, the illustra- 
tions are half-tones. There are a 
great many people who will tell you 
that half-tones are not suitable for 
making illustrations of machinery, or 
things of that sort, and that these must 
necessarily be cut on wood. To any 
who is troubled with this erroneous 
idea, I would most respectfully refer 
this Fort Wayne catalogue. The half- 
tones of machines are beautifully made, 
the background cut out in white, 
throwing the machines into bold relief, 
and showing every little detail, just as 
a photograph would do. The half- 
tones are cheaper than wood-cuts, and 
they look finer. They are better than 
wood-cuts, and don't much. 
They give a catalogue a sumptuous ap- 
pearance that could never be obtained 
with wood-cuts. 

rhe descriptive matter is all set in 
long primer, old-style, with twenty- 
four point headings also set in plain, 
black old-style, caps and lower case 

To my mind, no prettier letter has 
ever been invented than this same old, 
heavy, irregular old-style. It is easier 
to read than any other type. 

At the back of the book I am grati- 
fied to find four more blank pages. 

Lately I have seen a great many 
¢atalogues. Many of them must have 
cost a great deal more than this one, 
but none of them has pleased me so 


cover is 


most 


one 


cost as 
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much as this. 
catalogue has been put right where it 
would do the most good. It has been 
put into the cover; into blank 
and wide margins. There is nothing 
fancy avout the catalogue. It is printe: 
in one color throughout, excepting the 
cover. It 
logue. But it has the advantage of 
most catalogues in the fact that it is 
xceedingly attractive and typographic- 
illy artistic 


The expense of this 


pages 


is a good, practical cata- 


* * 
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RETAIL ADVERTISING 
Curtis & Fren« 
Pian 
J., Nov. 19, 189 


s, Urgans 
Rep Bank, N 

Editor of Printers’ Ink 

The letter of ** Fair Play,’’ in 
Ink last week, shows that he left 
ten years er more back 

When recently in Boston I was informed 
that one of the greatest dry goods st 
would return money, without « 
dress pattern, even after it had been cut into, 
actual practice having demonstrated that it 
was profitable to do s 

In my own busines 
advertise: ‘* Money 


Pep 


his ideas 


ERS 


res 


ymment, fora 


pianos I 


mstantly 
back, if wanted; | 


keep 


nothing that doesn’t suit,” and it pays 
I I RE» 


I have never been able to sec 
any good business man should not say, 
‘* Money back, if you want it.” It is 
what every good business man does, 
whether he says it in his ads or not 
I have been intimately acquainted with 
a number of stores, and I know of 
only a few where money would not be 
refunded for an unsatisfactory article 
It is certainly the worst of all bad ad 
vertising to make some one keep what 
he doesn’t want. If merchandise is 
returned in good condition, so that it 


why 


may be placed in stock and sold again, 
I can no why a 
should be compelled to keep it. 

The manager of a Brooklyn furni 
ture house, with talked not 
long ago, used a very good argument 
in favor of refunding money for un- 
satisfactory purchases. “If 
a woman buys a bedstead here, and 
finds that there is a crack in the head- 
board, the longer she keeps that bed 
in the house, the bigger that crack 
gets. She isn’t any better 
after the bed has been in the 
year than she was when it first 
and if anybody asks her if this is a 
good place to buy furniture, she will 
say ‘No,’ and will to that 
cracked bedstead. She make it 
cost us about fifty times the price of 
If, on the other hand, she 


see reason customer! 


Ww hom I 


He said 


satisfied 


house a 


came 


refer 
will 


she 


the bed, 
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complains, and we send up and get the 
defective piece, and substitute a per 
fect without making any fuss 
about it, she will tell her friends that 
we are fair people, that we treat our 
customers courteously, and that every- 
thing we sell must be reliable or we 
will take it back, and in this way sh« 
will give us advertising that we couldn't 


one, 


buy with money.” 

Whenever | buy anything, I go to 
the most reliable dealer I know of. I 
take it for granted that if he sells me 
something that isn’t satisfactory that he 
will take it back, and give me 
money if he cannot give me satisfac- 


my 


tory goods 

I believe it is better for the 
merchant to give the money back with- 
out a single word, and then talk to his 
customer about giving him something 
place of the unsatisfactory 
his is the method that is 
followed by the Keep Manufacturing 
Company, 809 Broadway, New York 
[hey advertise ‘‘ Money Back,” and 
have been doing so for thirty years. 
instructed 


even 


else in 


goods 
b 


Every clerk in the house is 
that in case anything is returned, the 
money must be paid back without a 
word of argument and without ques- 
tion. After the customer has his 
money in his fist, it is time enough to 
owt what was the matter with the 
rhe idea in that store is that 
if a man brings back a shirt and says, 
‘*T find this was not what | wanted 
I would like to have my money,’’ he 
Then the clerk 


find 


goods 


gets the money first 
asks what was the matter with the 
shirt, and if he doesn’t think they 
could give him something that would 
suit him. That is the best advertising 
that that house could possibly do. | 
told a number of people of this 
system, and I know that it has taken 
the Manufacturing Company 
quite believe that 
every man Ww ho ever has an experience 
of that sort in that house 
mend it to his friends. 
he merchant whose goods are really 
reliable and satisfactory will not have 
much trouble about taking them back 
Chis idea is voiced in a Keep ad. The 
ad says “We not offer money 
back because we think you will want 
it back, but because we are pretty sure 
you will not That is the whole story 
in a nutshell. A man who advertises 
‘“Money Back,’’ does it to show that 


he 


have 


Keep 
a little business. I 


will recom 


do 


he has t greatest possible confidence 


in his goods 


It is a guarantee, 
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I know of none of the large dry 
goods stores that advertise ‘*‘ Money 
Back,’’ but I know of a number of 
them in New York and elsewhere that 
do refund money, even when the 
fault isnottheirs. I believe that when- 
ever there is any trouble about the re- 
funding of money for goods returned, 
it is because the proprietor of the store 
does not know it. When the goods 
are brought back, the clerk, perhaps, 
sees that the customer is unreasonable 
—as no doubt he often is—and tries 
to argue the matter with him. The 
minute the case gets to the proprietor 
of the store, the money is refunded 
without a word. He knows that it is 
good business to do it. 

* * 


Inclosed find a striking hand-bill. It got 
aa gly attention and held it. That, I be- 
ieve, is the acme of success in advertising. 

Respectfully, L. P. SHEw 

Carthage, S. D. 

Here it is again. Here’s another 
man who believes that attracting 
attention is ‘‘the acme of success in 
advertising.’’ I believe that this idea 
has been responsible for as much bad 
advertising as any other one thing. 
Attracting the appreciative attention 
of the casual reader is one essential 


point in good advertising, though it 


isn’t the chief essential. What is to 
be told is of first importan@, then 
comes the manner of telling, then the 
appearance. Of course, an ad must 
be seen to have any effect, but it isa 
bad idea to sacrifice everything else 
just for the sake of making an ad 
striking. A good advertisement must 
necessarily be one that will get atten- 
tion, but some kinds of attention are 
not desirable. The man who wears 
loud clothes and a big watch chain 
and a lot of diamonds will get atten- 
tion on the street. There is no ques- 
tion about that—but it will not be 
favorable attention. Very few busi- 
ness men like to have this kind of 
men for salesmen. They wouldn't 
hire one of them for nothing a week, 
even if he paid his own expenses, 
The salesman who gets the job is well 
dressed. He is clean. He is a gen- 
tleman. He is the kind of man who 
will leave a good impression, even if 
he doesn’t get an order. The next 
time he calls he will be welcome. 
Advertisements are merely printed 
salesmen. It is just as bad business 
to dress an advertisement in loud and 
offensive clothes as it is to dress a 
salesman that way. 
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You Know You Lie 


If you say you don’t want to see the famous 
Hall's 


GEORGIA MINSTRELS 
14 Colored Artists. 


OPERA HOUSE, 
GARTHAGE, S. D., 
WEDNESDAY, OCT. 30, 1895. 
DON’T LIE 


Nor don’t miss seeing them. One night only. 
Street parade and free concert 
in the afternoon. 
POPULAR PRICES CLEAN SHOW. 
NO VULGARITY 
Reserved seats on 3ank. 


sale at Farmers’ 


This circular is about bad a 
piece of advertising as I ever saw. I 
reprint it simply to show how bad it 
In the first place, it is poorly 
printed on the cheapest kind of man- 
ila paper. The typesetting is bad. 
The presswork is bad, and the ink is 
bad. On top of this comes the out- 
rageous head-line. I think if a man 
had fully intended to go to this show 
this dodger would keep him away, if 
anything could. I wouldn’t patronize 
a man who asked for my trade in any 
such way, and I don’t believe that I 
am so very different from other peo- 
ple. This is the kind of thing that 
makes Easterners sneer at ‘‘ the wild 
and woolly West.’”’ As a matter of 
fact, this kind of advertising doesn’t 
go any better in the West than it does 
in the East. I presume that a good 
many people would look at this circu- 
lar and say : ‘*‘ That would be all right 
out in Dakota, but it wouldn’t do in 
Massachusetts."’ It wouldn’t do any 
place. I don’t believe there is a com- 
munity on earth where a gentlemanly 
salesman will not do better business 
than arowdy. I don’t believe there 
is any place where common sense in 
advertising isn’t a good deal better 
than the familiar, vulgar style that is 
occasionally seen. When a man get 
the idea that attracting attention is the 
chief and only aim of advertising, he 
had better have a guardian appointed 
to keep him from wasting his money. 
If he advertises on that plan he will 
burn his money just as surely as if he 
threw it into the stove. There are a 
great many ways in which a man can 
attract attention. He would attract 
attention if he went down street with 
a club and hit everybody that he 


as 


is. 
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passed. They would certainly know 
that he was there, but I don’t 
it would increase his business to any 
great extent. If a man will just stop 
and consider that his advertisement is 
his own personal representative, and 
that he will be judged by its appear- 
ance and its conduct, he will not be 
likely to write offensive matter. An 
advertisement is a personal message 
from man to another man. An 
advertisement seldom ry two 
people at once. A man thinks because 
he puts an ad ina paper of one hun- 
dred thousard circulation that he 
talking to a crowd of a hundred thou- 
sand people. As a matter of fact he 
is doing nothing of the kind. He is 
talking to one hundred thousand 
single, separate individuals, one at a 
time. He is just as much alone with 
each individual as if he had him off on 
a desert island and was talking to 
him. 

I don’t believe I would like to say t« 
a man within reach, ‘‘ You know you lie 
if you say you don’t want to see the 
famous Hall’s Georgia minstrels.”’ I 
would rather convey messages of that 
kind over the telephone at about train 
time, and I would want be nearer 
the railway station than the other man. 


believe 


one 


1s seen 


is 


to 
* * 
. 


READY-MADE ADS 
I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
iven to the author when he is known. Contri 
yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be. -C. A. B 





For any General Business 


Snuff Your Candle. 


If you expect it to burn brightly you 
must “ snuff ’’it. Some stores are con 
tinuing as they begun — they need 
“snuffing.”” Notsoours. In our entire 
business career we haven’t stood still 
for a momeat—always forward—pro 
gressing — perfecting — popularizing. 
You know what we are thought of to- 
day. 


For a Shoe Store (By Wm. Kahn). 


SHOES 
THAT 
WEAR! 


There isn’t any guess-work about our shoes 

they are made “ upon honor’’—by manu 
facturers whose reputations are not for sale. 
We've got faith enough in shoes to 
stamp our name on every pair—and are 
selling them at HALF usual profits 


these 
we 
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For a Caterer— By C. Mariset). 


If You Wish Things 
Especially Nice 


you give a DINNER 
Y, have supply the 
edibles. We handle only what’s 
freshest, most toothsome. And 
we've so many substantials and 
that can't be gotten 
Lots of things we 
that'll be new and 
See us 


PART 


us 


dainties 
elsewhere 
suggest 
enjoyable 


can 


(By B. F. 
The Question of 
Economy. 


When great corporations are expending 
thousands of dollars in devices t time, 
labor and materials, there is evidence enough 
that this is an age of economy We wish to 
put the strongest emphasis upon the econom- 
ical features of the Majestic Steel Range 

This Range is the greatest saver of fuel, 
food and of woman’s strength and nerves. 
It brings the cost of cooking down to the 
minimum and keeps it there. 

No wonder it is turning the cook stove 
business upside down, because it is a revela- 
tion in 
HE 


we Store Guy.) 


) Save 


its way 
Majestic 
YEARS 


1s 
TO 


no ExprerRimexrtT—T 
Perrect Ir. 


0K 





For a Bakery 
Clean Sweep. 


Last night we sold about 
every bit of ca e and bread 
in the shop. Doesn't that 
show the popularity of the 
goods? ate you tried our 
Charlotte Russe? 
delicious 


They’re 


For a Clothing Store—( By C. Saks). : 
We’d Like 
to See 


you—you who think you cannot be fitted or 
suited in a ready-made Overcoat. We 
thought we had provided for everybody. 

May be you haven't tried ? 

May be you've met disappointment trying 
somewhere else ? 

That's not a fair test. Yow'll find lots of 
styles here—lots more grades—lots more 
Coats—than anybody else has got. 

Don't make any difference how fine a Coat 
you want—we’ve got ’em just as fine as fine 
fabrics—fine trimmings—fine tailoring can 
produce. Kerseys, you know, and Beavers 

and Montagnacs—and Vicunas—Cheviots 

all those best stuffs—and the handling 
we've given ’em will overcome the prejudice 
against ready-made in any man’s mind. 
Must —they’re perfect. 

Less price for the same value—or better 
value for the same price others ask. It’s a 
saving either way you look at it 

to $ —those are our figures 
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=~ The 
half=-tones in 
Munsey’s 
Magazine ! 
beautiful, 
aren't they ? 


You can't print half-tones quite as well, can you, now? 

You try, but somehow you don’t do it 

You pay two dollars, three dollars, four dollars, five dollars and eight 
dollars a pound for the choicest ink, but you can’t quite get the solid black 
and the beautiful lustre of A7umsey, can you ? 

Munsey’s is better printed than the Cev/ury, isn’t it, now ? 

It beats the Cosmopolitan —all to pieces, don’t it, now ? 

It's better printed than H/arfer’s, isn’t it? 

You know perfectly well that none of the other magazines are to be men- 
tioned in the same day with these I have named, don’t you? 

Well, the substance of all this is that A/unsey's Magazine is better printed 
than any of them. 

If you want todo just as good a job of half-tone printing as Munsey does, 
I'll tell you how to do it. 

Send me a check for $5.00, and I will send you a ten-pound can of the 
identical ink that Munsey uses. 

You have often wondered how Munsey can make so good a magazine for 
ten cents, haven’t you? 

Well, he never could if he had been ass enough to pay five dollars a 
pound for black ink when he could buy a better ink of me for fifty cents 

To quote the celebrated Capt Cuttle, I may say, ‘‘ That the point of the 
above observation lies in the application thereof.”’ 

If you have been paying $5.00 a pound for poorer ink than I sell for fifty 
cents, just send me a five-dollar bill and put by the forty-five dollars you save 
to be used when you take your family to the seashore next summer. 

Address (with check for five dollars), 


P. I. JONSON, 8 Spruce St., New York. 


Jf you only want one pound, send one dollar. 


Jf you only want a quarter of a pound, send 25 cen(s. ZZ 
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WHY MUNSEY USES WILSON’S 
INKS. 

HE IS CHARGING ADVERTISERS HEAVY 
PRICES FOR HIS COATED PAPER PAGES 
AND HAS HAVE THE BEST INK 
THERE HAS TRIED ALL INKS 
AND FINDS NONE AS GOOD AS WIL- 


TO 


IS—HI 


SON'S. 


Mr. Frank A. Munsey more 


fine ink than any other publisher in the 


uses 


world, and the phenomenal success of 


his magazine is due more to its 


illus- 


trative excellence and its beautiful 


typographical appearance than to any 
Mr. Munsey 


studied night and day to attain 


has 
the 


other one factor 


highest perfection in rapid presswork 
—rapidity in magazine presswork goes 
six 


far. It must be rapid to produce 


hundred thousand (600,000) copies of 


a 128-page magazine every thirty dé 


Lys. 

Mr. Munsey investigated, personally, 
every ink in the market that any one 
claimed could fulfill the exacting condi 
settled 
use on his coated 
paper pages of just one brand—‘‘ Wil- 
son’s.”’ I called Mr. Munsey to 
ask him why he preferred Wilson’s 
inks, because therein lies a large and 
for this 


tions of his publishing, and 
down to the exclusive 


well deserved advertisement 
excellent ink. 
We talked first of the 


has had in educating advertisers up to 


success he 


paying a hundred dollars a page extra 
for having their advertisements printed 


on coated paper in the fore part of 
the magazine, in the same high grade 
the 


of presswork that characterizes 
I suppose every 
INK 
effects 

pages. I 


regular reading pages. 
of PRINTERS’ 
half-tone 


these 


noted 
that 


reader has 
the 
Munsey 
have in mind 
that of the Autoharp, whose illustrated 
WVunsey’ 


exquisite 
secures in 
notable 


cases is 


such 
page advertisements in are 
so clearly and daintily printed that one 
can read the letters and numbers on 
the Autoharp scale. 

A perfection of printing, made very 
striking when compared with the ad- 
vertising pages of any of <A/uzsey’ 


competitors, is the full page almost 
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entirely in black, showing a hand 
coming out of the darkness, holding 
forth a package of Royal Baking 
Powder. It was beautifully done in 
Munsey’ It could not be done even 
fairly well without the use of the most 
perfect glossy black ink, unmarred by 
the slightest possibility of imperfec- 
tion. Well, I began by asking Mr. 
Munsey 

‘* How are you succeeding with that 
experiment of coated paper for adver- 
tisers in the front of your magazine ?”’ 

‘*Splendidly. Advertisers who are 
paying us the extra price for position 
on these pages are better pleased with 
their than advertisers who 
are paying us a lesser price for space 
on our ordinary advertising pages. They 


investment 


are getting very large returns for their 
money, which my theory 
that advertising cannot be made too 
attractive. I an advertiser 
should spare no expense to this end— 
should a publishe A Ot 
the excellency of the advertise- 
themselves we have to depend 


carries out 


believe 
nor course, 
for 
ments 
upon the advertiser, and sOme adver- 
tisers seem to think that any kind of a 
cut is good enough for an advertise- 
[here could be greater 
mistake An advertisement cannot be 
made too attractive. We have tried 
every ink on the market, and we have 
had better results from Wilson's than 
from any other 

‘* Do you use Wilson’s inks for good 
color work ,* 

‘*VYes; but not exclusively.” 

“oW hy not ?”’ 

‘* Because some of Wilson's colored 
inks do not give as good results as _ we 
have been able to get from other inks.” 

Closing the interview, I asked Mr. 
Munsey how much he expects his mag- 
azine to grow during the coming year 

‘* We ended 1894 with four hundred 
thousand (400,000), 1895 with six hun- 
dred thousand (600,000), and shall end 
1896 with three-quarters of a million, 
and you can put that down from Frank 
A. Muusey.”’ ADDISON ARCHER. 


ment, no 


THe W. D. WILSON PRINTING INK Co 
(Limited), 
DANIEL F 


MANUFACTORY 


BARRY, Manager, 


Long Island City. 


NEW YORK OFFICES 


No 10 Spruce St., l p Stairs, 
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More Circulation 
And Less Than Half 
Their Rate. 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 
goes to 82% per cent of all the occupied 
houses. It charges but 7% cents per line for 


10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 


49 Potter Building. 
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THREE GREAT CHARACTERISTICS: 
ENTERPRISING, 
PATRIOTIC, 
RELIABLE. 


-_ eo 
Baltimore American 


Baltimore, Maryland. 





Unsurpassed as an Advertising Medium, and amoug 


one of the oldest Papers in America, 
being founded in 1773. 


It possesses the cardinal features that make it profit- 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 
acteristics that give a newspaper that quality that 
shrewd advertisers seek. ‘“‘* THE AMERICAN” is 
such a paper. Its circulation is good and increasing 


rapidly, and advertisers will find it a paying medium. 


ill 
Sunday, = 100,000 


Circulation: Daily,- = = 40,000 


Twice-a-week,= 45,000 
Rbedacthenetiaeiahd 


A. FRANK RICHARDSON, 








Tribune Building, Chamber of Commerce, 
New York. Chicago. 


D. P. BEVANS, Eastern Manager, 165 World Bidg., New York. 
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That’s our trade mark and that’s what wedo. Shall 
we Advertise Judiciously for you? You furnish a meri- 
torious article and we devote all our skill and ex- 
perience to creating a demand for it. Together we are 
sure to win, Write us. 


Our book, “America’s Magazines and Their Relation to the Ad- 
vertiser,”’ mailed free. 


LORD & THOMAS, 


Newspaper and [lagazine 

Advertising, 
45-49 Randolph Street, 
CHICAGO. 


0406060900090 900060080 
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Seedsmen should be 
Interested. 


CO. QOOW~9 


Would you believe it 
If we told you that a seed advertiser last year from 

one insertion of his advertisement in the Vickery & 
Hill List received over 5,000 orders—every an- 
swer containing money? Will he use these papers 
this year? Well. Will he? 

A few Seedsmen 
—the most progressive—use them year after year 
and get big results. ‘* There are others” who allow 
their prejudices to interfere with the profits they 
might reap. 

Are you one of them ? 


Or will you open up a new field that is now better 
than ever? You probably know all about 


oo (HE... 
VICKERY & HILL 
LIST... 


with its 1,750,000 circulation each month, but if you 
do not, write for particulars to 


C. E. ELLIS, 


Manager of the Special Advertising Office, 


517 & 518 Temple Court, New York City. 
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the [V\odern 
— School 


Qaor~w> 


‘CLASS IN ADVERTISING, COME UP FOR 
EXAMINATION.” 


Teacher—What is advertising ? 

Class—Publicity. 

l'eacher—Are there many mediums ? 

Class—Thousands, but only three good ones. 

Teacher—What are they ? 

Class— Newspapers, street cars and signs 

Teacher—Are they so ranked in popular estimation ? 

Class—Yes, but it is hardly just. 

Teacher—Why ? 

Class—The newspapers, while undeniably carrying the greatest amount of 
advertising, offer, with the exception of a very few, the same style of display as 
they have done for years. 

Teacher—How about the street cars ? 

Class—They are constantly improving in every respect; cards are attract 
ive, interesting and remembered ; they are continuously in evidence, and button- 
hole the reader at a time when he is at leisure and susceptible to impression 

Teacher—How about sign advertising ? 

Class —It has many points of merit, particularly for an advertiser who can 
tell his story in a few words. 

Teacher—Should an advertiser adopt al! these mediums for sure results ? 

Class—If his appropriation is large enough—yes. 

Teacher—Suppose he could only use one, which should it be ? 

Class—Street cars, because it combines the best features of both and is the 
most progressive of all, and also for circulation covered—the cheapest. 


Oo 


But You Want The Kind That Pays 


Dona 


SEND For My List oF CITIES 


GEORGE KISSAM 


253 Broadway, = = New York 
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|" is the significant sign of the times and 
of progress to observe the many new rep- 


resentative advertisers who are utilizing the 


The elegance of modern car construction 




















invites passengers ; electricity gives even bet- 
ter opportunity of reading the announcements 
at night than by day. The cards are the prod- 
uct of America’s best designers and writers 
the impression is sure-—circulation greatest for 
the outlay—results unquestioned. 


BOBRP 
GEORGE KISSAM, 


253 BROADWAY, NEW YORK. 
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Not a Great Deal of 
Space Left on 
The Brooklyn “IL” 


The contracts for advertising 
have simply ‘‘come in car- 
riages”’ lately. Live adver- 
tisers know a good thing— 
and push it. Rates go up 


January ist. : 


GEORGE KISSAM 


253 Broadway, New York 


35 Sands Street, Brooklyn 
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‘‘Nothing Succeeds 


Like Success ’”’ 


Is an old chestnut, yet the display of cards, 


posters and signs in the finest 


Aavertising Snow Room 


New York ever saw fully symbolizes 


the truth of that old quotation. 


IT’S AN EPITOME 


of modern Street Car 
and Elevated Railroad 


ADVERTISING. 


Come in and look around. 
RRR 
GEORGE KISSAM, 


253 Broapway, N. Y. 
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GEORGE KISSAM 


SOLE SUCCESSOR TO 


CARLETON & KISSAM 


Street Car 


and 
Elevated Railway 
Advertising 


THAT IS **UP TO DATE’? 
THERE ARE NO OTHERS 


Peeessesscsosoos 
POOP eeeeeoereoes 


EXECUTIVE OFFICES: 
Main Floor Postal Telegraph Building 
253 Broadway, New York 


Branch Offices in Principal Cities. 
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The 
Mostest 
Advertising 
For the 
Leastest 
Money 

eee 


IS ON THI 


Brooklyn ss Wi 


and plenty of live advertisers are ‘‘on to it.” 


Call in my office-—253 Broad- 
way, Main Floor—and see the 
finest poster and card display 
in the world—no obligation 


to buy—glad to see you! 


GEORGE KISSAM 


Postal Telegraph Bldg., New York 
S i 














PRINTERS’ INK. 





When you come to reflect 


That there are but 16 
to 20 advertisements in 
a street car, that the 
reader sits opposite and 
can digest them at 


leisure, 


It’s no wonder 


that an appreciative 
public are simply rush- 
ing to get in. 

It’s the advertising 
of the present and 
future ! 

Write me for rates 
and list of principal 


lees 
GEORGE KISSAM, 


MAIN FLOOR, 


PostaAL TELEGRAPH BUILDING, 


253 Broapway, N. Y. 
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Only One Month More 


before rates are advanced on the 


Brooklyn * L.” 


At present it costs just $100 
per month for a card in all 
(286) cars on a year’s con- 
tract; size of card, 16 x 24 
inches. Greatest display ever 
given in any railroad car, 
and before 140,000 passengers 
daily. The people can’t get 
away from it—and they don’t 
want to. 


HWDHODOHHOHHOOO! 


GET IN NOW! 


5HH999N0N8O8OHO\W 


GEORGE KISSAI‘, 


35 SANDS ST., BROOKLYN. 


253 BROADWAY, N. Y. 
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FIVE POINTS 


SOVe 


~Ohome 





showing just how my system is 


SUPERIOR 
TO ALL 
OTHERS 


The Appearance of the Cars.* 





Liberal Treatment of Customers 
Perfection of the System * % 
Number of Successful Advertisers 
Volume of Business Done.* % * 


#3 


GEORGE KISSAM 


Postal Telegraph Building, 253 Broadway 
NEW YORK 
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I have some choice 
Outside Advertising Space 
on the cars of..... 


Rochester 
Pittsburg 

Sing Sing 
Aurora, III. 
Springfield, Il. 
Utica, N. Y. 
Cincinnati, O. 





Both in the shape of 
Metal Flags and Signs 


o> 


Write for rates. 





George Kissam 


Successor to Carleton & Kissam, 


253 Broadway, New York. 
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A TURKEY TALK. 


THE CINCINNATI POST 


with its guaranteed circulation of 120,000 


> 


x 


daily is the fowl to follow if you want suc- 
cess, ‘To advertise successfully you must 


employ successful papers.” 


is served to over 100,000 homes 


ST LOUIS x ( sm daily and is the largest bird in 


the St. Louis flock of newspa- 


CHRONICLE C= pers. No advertiser’s menu is 
—_—_. aE (A. complete without it. 


THE CLEVELAND MB tse great wen 
PRESS 4 S x : ern Reserve. 
This bird is not 


stuffed ; it is all 


SSBSSSSSSSSS5SSHHSS5558$HHN5599H5 SHOs gs SosSoswawr 


is a turkey worth tying 
to, that is if you want access 


to over 70,000 homes in 
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THE KENTUCKY POST... 


guarantees a daily issue exceeding 
12,000. It is a young turk, but it is growing 


rapidly and pays advertisers, 


WHAT 


A PUDDING 
FOR ADVERTISERS. 


*¢ The Proof of the Pudding is in the Eating.” 
G > TRY 9 
THE SCRIPPS-McRAE LEAGUE DAILIES, 


E. T. PERRY, 
figr. Foreign Advertising Dep’t, 
53 Tribune Bidg., New York. 66 Hartford Bidg., Chicago. 
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